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ABSTRACT 
 
 
Nostalgia is best described as a sentimental and bittersweet yearning for a positive 
and pleasant past, particularly when juxtaposed with an unsatisfying present and 
uncertain future.  One’s positive memories surely influence the evocation of nostalgia, 
and an individual’s negative feelings for the present or future are also related to nostalgia, 
since a person cannot return to the past. In other words, both positive and negative 
feelings are associated with nostalgia, and it is called a bittersweet emotion.  
  In many cases, people are influenced by their past memories when they decide to 
attend sports events. As a result, individuals have their own attitudes based on their past 
memories, and it may affect individual’s behavioral intentions. The NCAA football game 
is one of the most popular and historic sporting events in United States. According to U. 
S. Census Bureau (n.d.), the NCAA College football drew the second largest number of 
spectators in the United States from 1990 to 2010. The population of this study is people 
who attended Clemson football games. Specifically, this study surveyed participants who 
have had a positive past experience at the Clemson football home games, and a 
systematic sampling technique was used for gathering the data. 
 The goal of this study was to develop a comprehensive conceptual framework of 
nostalgia in the context of sport tourism and to provide a valid and reliable nostalgia scale 
for sport tourism (NSST) based on a suggested classification of nostalgia in sport 
tourism. Another aim of this study was to verify the developed nostalgia scale for sport 
tourism by testing the relationship among nostalgia (independent variable), attitude 
(mediating variable), and behavioral intentions (dependent variable). To clarify the group 
 iii 
effects, this study uses multilevel structural equation modeling. The results of this study 
indicated that attitude mediates the relationship between nostalgia and behavioral 
intentions in multilevel structural equation model. In addition, this study discusses how 
nostalgia plays a role in sport tourism and suggests the direction for sustainable 
development of nostalgia sport tourism.  
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CHAPTER ONE 
 
INTRODUCTION 
 
Background 
 
Sports have been one of the fastest growing industries in the United States 
(Howard & Crompton, 2005; Desarbo & Madrigal, 2011). Within sports industries, the 
spectator sport segment is one of the popular subjects in various research fields, such as 
sports management, tourism, and leisure. The reason why spectator sports have been 
studied in many fields is that spectator sports are highly related to consumer behavior. 
According to Street & Smith’s Sport Business Journal (2007), individuals spend 
approximately $33 billion a year on spectator sports. 
The sport consumer experience creates psychological, social and cultural needs 
simultaneously. Escapism, stimulation, entertainment, national pride, cultural celebration, 
and a sense of collective and personal identity are examples of psychological, social, and 
cultural needs. The sport consumer experience requires enormous time and resources, and 
produces significant amounts of energy and passion. Therefore, many sport consumers 
are willing to travel extensively to meet their needs and wants of sport consumption 
(Hughson, 1999; Wann, Melnick, Russel & Pease, 2001). 
 Many sports leagues are in the United States, including the Major League 
Baseball (MLB), National Football League (NFL), National Basketball Association 
(NBA), National Hockey League (NHL), National Collegiate Athletic Association 
(NCAA) football, NCAA basketball, and so on. NCAA college football is one of the 
most popular sporting events in the United States, with 638 colleges and universities 
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affiliated to the NCAA. NCAA College football drew the second largest number of 
spectators, after major league baseball from 1990 to 2010. In 2010, MLB had more than 
74 million spectators, followed by NCAA football with 49,671,000 attendees (U. S. 
Census Bureau, n.d.). During the 2011 college football season, approximately 50 million 
people attended NCAA college football game across the four divisions (Division Ⅰ 
Football Bowl Subdivision (FBS), Football Championship Subdivision (FCS), Division 
Ⅱ, and Division Ⅲ), and the number of attendees at NCAA college football set new 
highs (NCAA, n.d.).  
 Clemson University (South Carolina, USA) is included in Division Ⅰ Football 
Bowl Subdivision (FBS), and considering the number of spectators, football is the most 
popular sport at Clemson University. Many spectators have attended Clemson home 
football games, and Clemson football has a long history. The first season started in 1896, 
and, during the last ten years (2003-2012), the annual average number of Clemson home 
football game attendees was 535,744, and approximately 79,000 people attended each 
Clemson home game (Kallin, 2013). In addition, football event participants may have 
diverse purposes, such as “watching the sport competition, the tailgating experience, 
visiting friends and relatives at other tailgating location, walking around campus visiting 
nostalgic sites, watching the ‘Tiger Walk’, strolling downtown Clemson before and after 
the game and frequenting local establishments, and participating in activities related to 
the game day experience” (Dixon, 2009, p. 62). 
 Dixon (2009) studied Clemson home football game attendees’ consumption 
behavior during 2008 college football season. According to his research, 89.9% of the 
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participants were non-students and 10.0% of students attended at Clemson home football 
games. Further, 55.4% of people had participated at Clemson home football games for 
more than 10 years, and 41.2% of the spectators resided more than sixty minutes away 
from Memorial Stadium, where Clemson plays its home football games. Based on the 
results of Dixon’s study, the average expenditure of a Clemson football spectator was 
$277.15, and the majority of overnight visitors (84.7%) stayed in the Clemson area 
between two to three days. The findings of Dixon’s study indicated that many people 
spend a lot of time and money to participate at Clemson home football game for a long 
period. It may be considered that they are loyal fans and have some specific reasons for 
attending Clemson home football games. In addition, Gibson, Willming and Holdnak 
(2002) noted that college football has its own peculiar nature, and football fans’ behavior 
is unique during the sporting event: 
Some travel hundreds of miles to follow their team, to tailgate with their family 
and friends, and for some who are alumni of the university, football provides a 
link with their alma mater. No other sport in the U.S. seems to engender the same 
pre-game socializing (tailgating), rituals, and atmosphere as football (p. 398). 
Previous research has examined diverse factors to understand sport fan behavior, 
including motivation (Mahony, Nakazawa, Funk, James, & Gladden, 2002; Trail, 
Robinson, Dick, & Gillentine, 2003; Wann, 1995), satisfaction (Kennett, Sneath, & 
Henson, 2001; Larson, Steinman, 2009; Madrigal, 1995), and loyalty (Depken, 2001; 
Mahony, Madrigal, & Howard, 2000; Wu, Tsai, & Hung, 2012). For example, Trail and 
James (2001) developed a motivation scale of sport consumption (MSSC) and identified 
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nine underlying factors: vicarious achievement, acquisition of knowledge, aesthetics, 
drama/ eustress, escape, family, physical attractiveness, physical skill of participants, and 
social interaction.  
Gibson, Willming and Holdnak (2002) studied University of Florida football fans’ 
identity and meaning in terms of serious leisure. Among diverse reasons attending 
sporting events, they found that football fans long for their home game, and football fans 
have their own memories regarding not only results of games, but also socializing with 
others. Further, they mentioned that “no other sport in the U.S. seems to engender the 
same pre-game socializing (tailgating), rituals, and atmosphere as football” (Gibson et al., 
2002, p. 398). College football games have its unique characteristics and features which 
make people long for the past. Thus, nostalgia can be seen as a main component 
influencing college football fans’ game experiences and therefore needs to be studied in 
order to more fully understand those fans’ behavior.  
Previous research studied the relationship between memory and other constructs. 
For example, Krech, Crutchfield, and Ballachey (1962) measured how memory affects 
the decision making process. Cagly, Chen, Chaiken, and Shaw-Barnes (1999) and 
Thorson, Chi, and Leavitt (1992) tested the relationship between memory and attitude 
(Cagly, Chen, Chaiken, & Shaw-Barnes, 1999; Thorson, Chi, & Leavitt, 1992). In 
addition, Krishna (2012) explained the effects of stimuli on one’s memory by suggesting 
a framework of sensory marketing. However, there is little empirical research which tests 
the concept of nostalgia. The concept of nostalgia can be considered as one type of 
memory, possessing its own unique characteristics. Nostalgia was originally considered a 
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disease (Hofer, 1934). It is now broadly understood to be a highly selective view of the 
past, and is almost certainly a positive view of that selective past, as juxtaposed with a 
negative or uncertain present and future (Davis, 1979).  Because of the contrast between a 
positive past and a negative present, unsurprisingly nostalgia is often employed in a 
variety of contemporary settings, not the least of which is in the marketing and promotion 
of places and products. For example, Muehling and Sprott (2004) studied how nostalgic 
cues in an advertisement influence consumers’ attitudes. They found that advertisements 
evoke nostalgic thoughts, and the established thoughts have positive effects on their 
attitudes. However, nostalgia often has to have a set of preconditions in order to exist, 
and may take on different forms and scopes. Chase and Shaw (1989) note that nostalgia is 
often a result of a rapidly changing social structure.  Specifically, some may long for the 
past that they have experienced directly (Holak & Havlena, 1998), while others may feel 
nostalgic for a past experienced vicariously through pictures, photos, articles, and movies 
(Goulding, 2002; Havlena & Holak, 1991; Stern, 1992). Nostalgia may be understood as 
a collective experience (Baker & Kennedy, 1994; Snyder, 1991), whereas others see it 
more existing strictly at the individual level (Batcho, 1998; Daniels, 1985; Davis, 1979; 
Havlena & Holak, 1991). This indicates the multi-dimensional nature of nostalgia.  
The relationship between sport and nostalgia has also been studied. For people 
who participate in sport, past sporting events evoke individuals’ nostalgic feelings 
(Sedikides, Wildschut, & Baden, 2004).  In addition, one’s volunteering experiences at 
sporting event cause people to have nostalgic feelings (Fairley, Kellett, & Green, 2007). 
In other words, individuals possibly have positive emotions and memories by 
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participating in sport or attending sporting events, and the diverse attractive features of 
sport lead individuals to experience nostalgia.   
In the sport tourism field, Gibson (1998) suggested three types of sport tourism: 
active sport tourism, event sport tourism and nostalgia sport tourism. In nostalgia sport 
tourism, she focused on object-based nostalgia which was evoked by places and facilities, 
such as sport museums, sport venues, and sports themed cruises. On the other hand, 
Fairley (2003) pointed out that social interaction plays an important role in nostalgia. She 
examined group travelers who have annually followed one team in the Australian 
Football League (AFL). Fairley mentioned the importance of small group experience in 
sport tourism: 
Therefore, it is reasonable to expect that sport nostalgia can derive from group (or 
social) experiences which themselves become the basis for tourism. Thus, the 
focus of some sport tourism may be on the travel group itself and therefore on 
reliving a sport-based group (social) experience, rather than on visiting a 
particular site or destination (p. 285). 
In summary, there are “two broad conceptualizations of nostalgia in sport tourism 
that have been used: (a) nostalgia for sport place or artifact, and (b) nostalgia for social 
experience” (Fairley & Gammon, 2005, p. 182). Nostalgia imbedded in sport halls of 
fame, museums, and historic places is encompassed in the first concept, and individuals 
who put more emphasis on social relationships are included in the second concept.  
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Problem Statement 
Nostalgia is a broad concept, and many factors such as internal, interpersonal, 
situational, and environmental issues should be considered to fully explain what nostalgia 
sport tourism is. Because of these reasons, a theory which can cover all the domains of 
nostalgia has yet to be developed, however. Categories of nostalgia have been proposed 
by Havlena and Holak (1996) to understand consumption behavior. Havlena and Holak 
(1996) suggested categories of nostalgia and employed two dimensions of nostalgic 
experience: (a) nature of experience (direct and indirect), and (b) social experience 
(personal and collective), and developed a four-way classification of nostalgia: (a) 
personal nostalgia (direct, individual experience), (b) interpersonal nostalgia (indirect, 
individual experience), (c) cultural nostalgia (direct, collective types of experience), and 
(d) virtual nostalgia (indirect, collective types of experience) (Figure 1.1).  
 
 
Figure 1.1 Categories of Nostalgia (Source: Holak, Havlena, & Metveev, 2006, p. 196) 
 
Holak, Havlena, and Matveev (2006) conducted factor analysis to test the four-
way classification of nostalgia they developed. However, there are three drawbacks of 
Holak et al.’s research. First of all, indirect nostalgia is generated from a time in history 
that the individuals did not personally experience, but rather they experienced it 
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indirectly (Havlena & Holak, 1991). Therefore, researchers should fix specific events and 
consider respondents’ ages to measure indirect experience. In other words, in Holak et 
al.’s research, there is no criterion to distinguish between a person who has personal 
experience and one who has not had personal experience, since they did not indicate 
specific events and respondents’ ages. In summary, direct experience and indirect 
experience should be separately investigated using different questionnaires. The 
questionnaire about direct experience focuses on one’s personal past experience, whereas 
measuring indirect experience is restricted to a person who does not have personal 
experience about specific events. As a result, because of the restriction, this study 
examined nostalgia based only on direct experience. Second, in their research, the 
initially developed questionnaire contains thirty one items, including twenty one items for 
personal nostalgia, two items for interpersonal nostalgia, four items for cultural nostalgia, 
and four items for virtual nostalgia. From the results of factor analysis, there are four 
factors. However, they did not name each factor and the items of each section such as 
personal nostalgia, interpersonal nostalgia, cultural nostalgia, and virtual nostalgia are not 
loaded on the same factor. For example, among 21 items of personal nostalgia, six items 
are loaded on factor one, one item is loaded on each factor two, three and four. Third, 
Holak et al.’s scale showed low reliability. Among four factors in the Holak et al. study, 
α values of factor three and factor four are lower than .7, and they did not measure 
validity tests. In addition, their classification of nostalgia is not appropriately used in 
sport tourism research. According to their initially developed items which reflect the 
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classification of nostalgia, there are no items which considered unique features of sport, 
such as sport-specific atmosphere, personal identity, group rituals, and norms.  
Even though the classification of nostalgia was developed by Havlena and Holak 
(1996), it is necessary to reclassify it in the context of the sport tourism, because different 
types of experience need to be differently measured and the uniqueness of sport should be 
considered to better understand sport-specific nostalgia. Stewart and Smith (1999) 
suggested unique features of sport such as the irrational passion of fans, limited 
availability, vicarious identification, and competitive balance. Therefore, this study 
contends that the unique characteristics of sport create the conditions for very specific 
categorizations of nostalgia. 
Lastly, most previous research regarding nostalgia in sport tourism context was 
conducted using qualitative research methodology (Fairley, 2003; Fairley & Gammon, 
2005). To generalize the concept of nostalgia, this study developed a nostalgia scale for 
sport tourism and tested the scale using a quantitative research method, specifically the 
multilevel analysis. The multilevel analysis is a useful method to analyze hierarchically 
structured data (Julian, 2001; Raudenbush & Bryk, 2002, Snijders & Bosker, 1994). For 
example, most people have their group when they attend football games, and individuals 
in the same group share common characteristics or perceptions with their group members. 
This can be considered the hierarchical structure, since each individual is nested within 
each group.  
The hierarchically structured data should be analyzed using the multilevel 
analysis. The reason is that the single-level analysis generates more biased results 
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because of the shared common characteristics within groups (Byrne, 2006). Therefore, 
this study used multilevel analyses to develop a nostalgia scale for sport tourism (NSST) 
and test the relationship between nostalgia, attitude, and behavioral intentions.    
 
Purpose of Study 
The aim of this study was to develop the classification of nostalgia in sport 
tourism context based on previous research in the field of sport tourism. The suggested 
classification of nostalgia in the context of sport tourism consists of two dimensions: (1) 
structure of nostalgia (experience based nostalgia and identity based nostalgia) and (2) 
purpose of nostalgia (object based nostalgia and interpersonal relationship based 
nostalgia). Structure of nostalgia is the first dimension which is to suggest a 
structuralizing medium which generates nostalgia. Fairley and Gammon (2005) pointed 
out that nostalgia is engendered not only by sport objects but also by social experience. 
Thus, the structure of nostalgia is composed of object based nostalgia and interpersonal 
relationship based nostalgia. The second dimension, purpose of nostalgia, is to provide 
what people want to pursue and place a value based on their past experience. Nostalgia is 
evoked by one’s positive memories of what he or she experienced in the past and also 
affects continuity of identity (Aden, 1995; Wilson, 2005). An individual can put one’s 
value on the pursuit of nostalgic experience by itself and of verifying one’s identity. 
Therefore, this study classified the purpose of nostalgia into two aspects: experience 
based nostalgia and identity based nostalgia. Based on the two dimensions, this study 
provides a four-way classification of nostalgia in sport tourism: (1) nostalgia as 
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experience, (2) nostalgia as socialization, (3) nostalgia as fan identity, and (4) nostalgia as 
group identity (Figure 1.2). The suggested classification of nostalgia in this study was 
derived from previous literature which are related to nostalgia sport tourism (Gibson, 
1998; Fairley, 2003; Fairley & Gammon, 2005), identity theory, and social identity 
theory (Stets & Burke, 2000). Further, the research provides a conceptual model of 
nostalgia by combining different types of experiences (Stern, 1992) with the suggested 
classification of nostalgia. The importance of this study is to suggest reclassification of 
nostalgia which provides factors that make individuals feel nostalgia in sport tourism 
based on the unique features of sport.  
 
Figure 1.2 Classification of Nostalgia in the Context of Sport Tourism 
 
Based on reclassification of nostalgia, this study provides a nostalgia scale for 
sport tourism. After testing validity and reliability of the scale, this study analyzed the 
relationship between nostalgia, attitude, and behavioral intentions. The concept of 
nostalgia has been studied more from the emotional perspective than from cognitive 
aspects (Baker & Kennedy, 1994; Belk, 1990; Davis, 1979; Fairley, 2003; Holbrook & 
 12 
Schindler, 1991). However, Stern (1992) pointed out that nostalgia is not only emotional 
feelings, but cognitive responses. Wilson (2005) also mentioned that nostalgia is broader 
than sentiment, and the concept of nostalgia is not only emotion, but also thought or 
behavior. Therefore, the questionnaire associated with nostalgia was developed based on 
identity theory, social identity theory, and the concept of nostalgia to investigate 
individuals’ nostalgic behavior in terms of both emotion and cognition.  
Five research questions were asked to elucidate a better understanding of 
Clemson home football game attendees’ nostalgic behaviors:  
(1) Does Nostalgia Scale for Sport Tourism (NSST) fully represent developed 
classification of nostalgia?  
(2) What is the relationship between nostalgia and behavioral intentions in the context of 
sport tourism? 
(3) How are nostalgia and attitude related in the context of sport tourism?  
(4) What is the role of attitude in the relationship between nostalgia and behavioral 
intentions in the context of sport tourism?  
(5) Which factors of nostalgia have significant relationships with behavioral intentions? 
For the first research question, this study developed the classification of nostalgia. 
Based on the classification of nostalgia, the researcher developed scale items of nostalgia 
and conducted multilevel confirmatory factory analyses to develop a nostalgia scale for 
sport tourism (NSST). In this process, this study examined the validity and reliability of 
the scale. Finally, by comparing the classification of nostalgia with the findings of the 
measurement model, this study provides the theoretically supported nostalgia scale.  
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The conceptual framework was used to answer the second, third, fourth, and fifth 
research questions (Figure 1.3). This framework describes the relationship among 
nostalgia (independent variable), attitude (mediating variable), and behavioral intentions 
(dependent variable), which was measured using multilevel structural equation modeling 
to explain how nostalgia affects other constructs in both individual level and group level 
models. Based on the framework of this study, following hypotheses were formulated:  
H1a: Nostalgia has a positive effect on behavioral intentions in the individual level 
model (Level 1). 
H1b: Nostalgia has a positive effect on behavioral intentions in the group level 
model (Level 2). 
H2a: Nostalgia has a positive effect on attitude in the individual level model 
(Level 1). 
H2b: Nostalgia has a positive effect on attitude in the group level model (Level 2). 
H3a: Attitudes positively mediates the relationship between nostalgia and     
behavioral intentions in the individual level model (Level 1). 
H3b: Attitudes positively mediates the relationship between nostalgia and     
behavioral intentions in the group level model (Level 2). 
H4a: Each factor of nostalgia has a significant relationship with behavioral 
intentions in the individual level mediation model (Level 1). 
H4b: Each factor of nostalgia has a significant relationship with behavioral 
intentions in the group level mediation model (Level 2). 
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Figure 1.3 A Conceptual Framework of Nostalgia and the Effects on Future Behavioral 
Intentions 
 
Study Contributions 
This study has developed a classification of nostalgia sport tourism and nostalgia 
scale for sport tourism. Holak and Havlena (1998) suggested the categories of nostalgia, 
and Holak, Havlena, and Matveev (2006) developed items based on Holak and Havlena’s 
categories of nostalgia. However, this scale was not appropriate to use to test nostalgia in 
the context of sport tourism. For this reason, this study has provided a classification of 
nostalgia sport tourism and developed a Nostalgia Scale for Sport Tourism (NSST) to 
measure fans and spectator’s nostalgic behavior, and it may provide understanding of 
sport fans and spectators’ nostalgic behavior. This study also provides how nostalgia 
influences sporting event attendees’ future behavioral intentions based on a theoretical 
background. Further, NCAA football is one of the most popular sports in United States. 
However, there is little research to measure nostalgia in the context of nostalgia sport 
tourism. Therefore, the findings of this study provide the NCAA with valuable 
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information which affects fans and spectators’ continued commitment. It could lead to 
understanding the role of nostalgia and hence to increased economic profit, since it might 
allow marketers better insight into the minds of sports fans and contribute to more direct 
marketing campaigns to increase attendance and brand loyalty.  
 
Definition of Terms 
Identity theory 
 Identity theory is defined as multiple components of each individual with a 
distinctive role in society (Stryker, 1968). 
Social identity theory 
Individuals’ emotional attachment to a specific group membership and develop a 
sense of belonging in a particular group (Tajfel, 1981). 
Sport tourists 
Leisure-based travel, individuals take a trip away from their home communities 
for a limited time to participate in sporting events for diverse purposes (i.e., 
socializing with family and friends, watching sport games, vacation), except 
people who reside counties which are near from host city, such as Pickens, 
Oconee, or Anderson County, South Carolina.  
Nostalgia  
An individual longs for the past with strong positive feelings. Since one cannot 
return to the past, a person can have negative feelings. In addition, types of 
experience lead to different degrees of feelings of nostalgia, which is changed 
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depending on one’s current or the future status in reverse proportion. It means that 
if a person’s current or future status is good, one may not have strong feelings of 
nostalgia, whereas one’s current and future status is bad, a person may have 
strong feelings of nostalgia.  
Nostalgia sport tourism  
A form of tourism in which sport tourists who have positive memories for the past 
search for sport related experience related to earlier period.  
Structure of Nostalgia 
 Structuralizing mediums which generate nostalgia based on Fairley and 
Gammon’s (2005) suggestions: object based nostalgia and interpersonal 
relationship based nostalgia. 
Purpose of Nostalgia 
Nostalgia is evoked by willingness to pursue and place a value based on one’s 
past experience. An individual put one’s value on pursuit of nostalgic experience 
by itself and of verifying one’s identity: experience based nostalgia and identity 
based nostalgia.  
Multilevel Analysis 
A method to analyze hierarchically structured data, which has a two-level 
structure: level one (individual level) and level two (group level). 
Single-Level Analysis 
Single-level analysis is a conventional approach, which does not consider group 
effects.  
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Outline of Dissertation 
The remainder of this dissertation consists of four chapters, followed by 
references and appendices. Chapter Two contains the literature reviews relevant to this 
study which encompasses eight sections, including defining nostalgia, the differences 
between nostalgia and other ways of remembering, uniqueness of sport and relation with 
nostalgia, nostalgia sport tourism, classification of nostalgia in the context of sport 
tourism, historical and direct experience of nostalgia, leisure attitude, and behavioral 
intentions.  
Chapter Three pertains to the research methods of the study and contains five 
parts: a discussion of procedures to develop a measurement, participant and sampling 
strategy, instrumentation, pilot study, and main study. The main study section contains 
the measurement and structural models.  
Chapter Four includes results of the study. Within Chapter Four, there are four 
sections, including: Characteristics of sample data and data screening, results of 
descriptive statistics, results of the measurement model, and the results of the structural 
model. Results of measurement model and structural model are composed of both single-
level and multilevel analyses.  
Chapter Five encompasses conclusion of this study. Six parts are found in Chapter 
Five: a discussion of the findings of a classification of nostalgia in sport tourism, a 
discussion of measurement models, discussion of structural models, implications of 
research, limitations and direction for future research, and conclusion.  
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The last section of this dissertation is appendices and references.  Seven 
appendices are listed from Appendix A to Appendix G.  
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CHAPTER TWO 
LITERATURE REVIEW 
The purpose of this chapter is to explain the conceptual background of four main 
constructs: nostalgia, attitude, and behavioral intentions. This chapter explains the 
concept of nostalgia, sport tourism, nostalgia sport tourism, and explains how the 
classification of nostalgia in the context of tourism was developed based on previous 
research. Further, this chapter explores the conceptual relationships among each 
construct. 
 
Defining Nostalgia 
 The definition of nostalgia differs depending on social situations, and many 
researchers have tried to define nostalgia from a variety of perspectives. Nostalgia was 
originally used as a medical term referring to disease of homesickness (Hofer, 1934). 
According to Hofer, individuals who feel nostalgic show psychologically abnormal 
phenomenon, such as depression, sleeping sickness, lethargic, illness of the mind, and so 
on. He suggested the remedy for these people was return to their home land. 
However, since late 20
th
 century, the meaning of nostalgia has changed over time 
from a medical disease to individual’s emotion and memory, so that today the usage of 
the word is not as same as it was in the past. It still equates to homesickness in some 
areas, but is more widely used to describe a state of a positive sentiment for the past with 
an unfulfilling present (Baker & Kennedy, 1994; Baumgartner, 1992; Belk, 1990; Davis, 
1979; Fairley, 2003; Fairley & Gammon, 2005; Holbrook & Schindler, 1991; Merchant 
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& Ford, 2008; Stern, 1992). In addition, individual’s memories are increased by 
emotional experiences (Canli, Zhao, Brewer, Gabrieli, & Cahill, 2000). Holak and 
Havlena (1998) and Stern (1992) pointed out that nostalgia is not only emotional feelings, 
but cognitive responses. Muehling and Sprott (2004) put emphasis on individuals’ 
thought and attitudinal responses, and mentioned nostalgic feelings can change 
individuals’ mind and attitude more positively.  
Davis (1979) defined nostalgia as a longing for yesterday, and explained nostalgia 
as “a positively toned evocation of a lived past in the context of some negative feeling 
toward present or impending circumstance” (p. 18). He stressed the positive effect of 
nostalgia, and said “nostalgic feeling is almost never infused with those sentiments we 
commonly think of as negative-for example, unhappiness, frustration, despair, hate, 
shame, and abuse” (p. 14). Stern (1992) also emphasized the positive memory of the past, 
and defined nostalgia as “an emotional state in which an individual yearns for an 
idealized or sanitized version of an earlier time period” (p. 11). On the other hand, some 
researchers argued that nostalgia is a negative emotion (Best & Nelson, 1985; Hertz, 
1990; Holbrook, 1994). Peters (1985) argued that nostalgia is caused by “a fleeting 
sadness and yearning to an overwhelming craving that persists and profoundly interferes 
with the individual’s attempts to cope with his present circumstances” (p. 135).  
Baker and Kennedy (1994) stated that “nostalgia is a sentimental or bittersweet 
yearning for an experience, product, or service from the past” (p. 169). People who are 
not satisfied with their current status can experience nostalgia from their positive 
memories of objects or experiences (Baker & Kennedy, 1994; Fairley, 2003; Havlena & 
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Holak, 1996; Snyder, 1991). More recently, Sedikides, Wildschut, and Baden (2004) 
share a similar view with Baker and Kennedy. They mentioned that nostalgia is a 
“disproportionately positive emotion, with bittersweet elements” (p.204), and 
differentiated nostalgia from homesickness. They consider nostalgia to come from the 
positive emotion of remembering one’s previous experience. Sedikides et al. mentioned 
that “nostalgia is yearning for aspects of one’s past”, and “events, persons, and sights” 
are included in this longing (p. 202). Sedikides et al.’s concept of nostalgia supports 
Holak and Havlena’s (1998) in believing that individuals could possibly feel nostalgia 
through persons, events, and objects. Also nostalgia, as a positive and complex feeling, is 
evoked by positive emotion with little negative emotion. Belk (1990) also explained that 
nostalgia is “a wistful mood that may be promoted by an object, a scene, a smell, or a 
strain of music” (p. 670). 
Holbrook and Schindler’s (1991) definition of nostalgia and Fairley’s (2003) 
definition of nostalgia are similar. Holbrook and Schindler defined nostalgia as “a 
preference (general liking, positive attitude or favorable affect) toward an object (people, 
place, or thing) that were more common (popular, fashionable, or widely circulated) 
when one was younger (in early adulthood, adolescence, in childhood, or even before 
birth” (p. 330). Fairley modified Holbrook and Schindler’s definition of nostalgia which 
is “a preference (general liking, positive attitude or favorable affect) toward objects 
(people, places, experiences or things) from when one was younger or from times about 
which one has learned vicariously, perhaps through socialization or media” (p. 287-288). 
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Both definitions of nostalgia indicated that people can experience nostalgia via both 
direct experience and indirect experience. 
 
The Differences between Nostalgia and other ways of Remembering 
Nostalgia is different from reminiscing (Batcho, 2007; Castelnuove-Tedesco, 
1998; Wilson, 2005), sentimentality (Wilson, 2005), and autobiographical memory 
(Sedikides et al., 2004). Reminiscing and autobiographical memory can be explained as a 
cognitive mental process (Brown & Schopflocher, 1998; Havighurst & Glasser, 1972, 
Reis-Bergan, Gibbons, Gerrard, & Ybema, 2000; Skowronski, Walker, & Betz, 2003), 
whereas nostalgia is considered to be an emotional mental process (Castelnuovo-
Tedesco, 1980; Cavanaugh, 1989).  
Furthermore, Sedikides et al. (2004) mentioned that reminiscence and 
autobiographical memory occurred when the individual remembers certain events, and 
“these events do not have to be, and typically are not, important or affect-laden” (p. 205).  
However, Havlena and Holak (1991), and Holak and Havlena (1998) pointed out that 
nostalgia is caused by various external stimuli by chance, such as friends, family 
members,  farewell parties, music, scent, mood, and objects. Castelnuove-Tedesco (1980, 
cited by Sedikides, et al., 2004) explained reminiscence and autobiographical memory are 
“cold” processing. Conversely, nostalgia is considered “hot” processing. More 
specifically, Davis (1979) explored the characteristic of nostalgia:  
The nostalgic feeling is infused with imputations of past beauty, pleasure, joy, 
satisfaction, goodness, happiness, love, and the like, in sum, any or several of the 
 23 
positive affects of being. Nostalgic feeling is almost never infused with those 
sentiments we commonly think of as negative – for example, unhappiness, 
frustration, despair, hate, shame, abuse (p. 18). 
Kaplan (1987) had a similar view to Davis and defined nostalgia as “a universal 
affect that results in a heightened mental state, an enhancing, uplifting mood related to 
particular memories of the past” (p. 465). Nostalgia is considered as an emotional aspect, 
which “is sweet because the original object or event gave pleasure. … It is bitter not only 
because it cannot be made to come back but also because, even in its original setting, it 
contained conflict and disappointment” (Castelnuovo-Tedesco, 1980, p. 122).  
 Furthermore, Wilson (2005) described the differences between reminiscing, 
sentimentality, and nostalgia: 
Reminiscing refers to recollecting, recalling, remembering the past. Reminisces 
need not focus only on pleasant memories of bygone times. Reminiscing, 
therefore, connotes a broader, more general phenomenon than nostalgia. 
Furthermore, reminiscing calls upon the cerebral – it suggests an intellectual 
experience. “Sentimental” conjures up the image of a teary-eyed individual 
touched by a current experience that strikes an emotional chord or the 
remembrance of a past experience. ... Reminiscence and recollection do not 
involve comparison to the present or a desire to return to past, while nostalgia 
embodies both of these characteristics (p. 25). 
Therefore, reminiscing and remembering possess broader meanings than 
nostalgia. The main difference between reminiscence and nostalgia are a desire to return 
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to the past and involve a bittersweet emotion, but reminiscence does not include both of 
them. Batch (2007) stated that “one can remember without being nostalgic, but one 
cannot be nostalgic without remembering” (p. 362).  Moreover, nostalgia is based on 
positive memories that have been already experienced directly or indirectly by 
individuals. People can experience nostalgic feeling even if they have negative memories 
of past. However, the premise of this case is that negative memories have little effects on 
individuals’ emotional memory. In addition, if the individual realizes nostalgic feeling, it 
can be considered that the individual has more positive memories than negative 
memories, and a person has overcome their negative memories. In sum, nostalgia can be 
clearly defined as a bittersweet emotion that is triggered by positive memories of the past.  
Distinguishing nostalgia from other ways of remembering is important to 
researchers who are interested in nostalgia. The concepts which are relating to 
remembering seem to be very similar, albeit exactly different meanings. Reminiscence is 
regarded as just remembering the past, irrespective of emotion issues, whereas nostalgia 
is a desire to go back to the past and is a bittersweet emotion. A bittersweet emotion, for 
example, is that one compares the present status to the past, because s/he is dissatisfied 
with one’s present status. Nostalgia has a lot of diverse characteristics compared to the 
other ways of remembering. Because of that, if researchers make a mistake to build up 
conceptualization of nostalgia in their research, researchers will not get accurate and 
meaningful results.  
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Uniqueness of Sport and Relation with Nostalgia 
Why do people get excited about sport? There are several key features of sport, 
including dynamic physical activity, physical skill, competition, and organized rules 
which attract people to participate in sport (Standeven & De Knop, 1999). In addition, 
individuals have nostalgic recollections related to sport stemming from having 
experienced personal achievements in turn enabling people to have their own positive 
self-concept (Fairley & Gammon, 2005). How sport is defined plays a significant role in 
understanding the unique characteristics of nostalgia in a sport setting. Kelly (1982) 
defines sport as “organized activity in which physical effort is related to that of others in 
some relative measurement of outcomes with accepted regularities and forms” (p. 189). 
Edwards (1973) defined sports as “activities having formally recorded histories and 
traditions, stressing physical exertion through competition within limits set in explicit and 
formal rules governing role and position relationships, and carried out by actors who 
represent or who are part of formally organized associations having the goal of achieving 
valued tangibles or intangibles though defeating opposing groups” (p. 52). According to 
Edwards’s definition of sports, there are several important issues related to uniqueness of 
sport, such as competition, rules, and physical exertion.  
 Hinch and Higham (2001) stated that “…sport presents as an attraction in terms of 
fulfilling tourists search for authenticity” (p. 57) and suggested three unique 
characteristics of sport: rule, competition, and playful. They defined sport tourism by 
encompassing three unique nature of sport, as “sport-based travel away from the home 
environment for a limited time, where sport is characterized by unique rule sets, 
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competition related to physical prowess, and a playful nature” (Hinch & Higham, 2001, 
p. 56). Based on the definitions of sport above, this study suggests that there are four 
unique characteristics of sport that can explain the relationship between nostalgia and 
sport: rules, competition, endeavor, and environment.  
 The first unique feature of sport is rules which indirectly influence nostalgia 
through culture. Hinch and Higham (2001) explained the relationship between sport rules 
and culture as 
Unique rules and institutional sporting structures have evolved over time, often 
reflecting and sometimes influencing the country’s culture. Sport therefore can act 
as a powerful symbol of a destination’s culture (e.g., ice hockey in Canada, 
Nordic skiing in Norway) (p. 52).  
The unique rule sets are embedded in a country’s culture (Hinch & Higham, 
2001), and are reflected in contemporary sporting culture (McDonald, Milne, & Hong, 
2002). For example, soccer rules were originally developed from England and spread out 
to many countries. However, even the same soccer rules can be interpreted differently 
based on a country’s environment and cultures resulting in the development of unique 
strategies and management styles when playing the game (APCEIU, n.d.). This unique 
sport culture can stimulate an individual’s feelings of nostalgia. Additionally, compared 
to the past, sport rules have changed, and athletes’ physical condition, ability, and 
facilities have improved. Snyder (1991) noted that even though the present environment 
is better than in the past, people long for the past condition of the game. Positive feeling 
about unrepeatable experience makes people feel nostalgia.  
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Gruneau and Whitson (1993) found that Canadian hockey is considered an 
everyday experience and therefore part of Canadian collective memory. Hockey has been 
deeply rooted in Canadian culture, thus acting as both a myth and a symbol of Canada 
(Mason, Duquette, & Scherer, 2005). Due to the huge impact of culture, an individual can 
have nostalgic feeling even in the absence of a personal experience (Holbrook, 1993). 
According to Mason et al., because hockey is part of Canadian identity and 
pervades their daily lives, hockey fans are more likely to be involved social experience 
reflected in nostalgia by attending a game. Through the examples mentioned above, the 
relationship between rules and nostalgia can be explained by culture, which can also 
function as a mediator between rules and nostalgia. 
Additionally, nostalgia and childhood memories are interrelated. Childhood 
experience related to sport enables adults to create feelings of nostalgia. Ramshaw and 
Hinch (2006) noted that childhood experience at the outdoor hockey rink created 
nostalgic feelings related to both the warmth of home and the cold of the rink at the same 
time. They also mentioned that nostalgia is evoked by one’s childhood memories, and the 
nostalgic images conjured are strongly associated with family and friends. Most children 
learn sport rules when they begin learning the sport, usually from someone close to them. 
Memories of learning sport rules can make people recall their childhood. Gammon and 
Ramshaw (2012) also mentioned that childhood experiences related to sport evoke 
nostalgic feelings. For example, if two young boys first learned football rules together 
from their father, and it was a positive experience for them, then they might miss that 
period of time and have feelings of nostalgia. In this case, football rules indirectly cause 
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the boys to look back upon their childhood, and lead them to have nostalgic feelings. 
Chase and Shaw (1989) contended that childhood memories evoke strong recollection. 
As time passes, our life style changes and sometimes the worries of the present stimulate 
one’s feelings of nostalgia more strongly. According to Chase and Shaw, specific objects 
or images from the past should be available to link the present and the past, and they can 
work as a fertilizer to arouse one’s nostalgia. Sport rules learned during childhood act as 
a vehicle to promote the feelings of nostalgia.  
Secondly, competition is one of the most essential characteristics of sport, and 
competitiveness can be easily seen in sport. All sport, such as amateur sport and 
professional sport have competitive modes, but the level of competitiveness is different 
depending upon the sport (Uchiumi, 1978).  The competitive feature of sport affects fans 
and spectators’ behavior. Card and Dahl (2011) studied different levels of violence based 
on the results of professional football games and found that individuals’ degree of 
violence is higher during more crucial matches. In addition, team identification has been 
linked to sports fans’ aggressive behavior. Since self-concept and team performance are 
related, highly identified sport fans tend to act aggressively to assist their team (Wann, 
Peterson, Cothran, & Dykes, 1999) and more positively regarding their favorite team or 
player (Wann & Branschombe, 1993). Sport fans and spectators’ behaviors have occurred 
in a variety of ways, and these behaviors are highly related to a feeling of belonging to a 
group and can be explained by social identity theory. Jenkins (1996) stated that social 
identity “refers to the ways in which individuals and collectives are distinguished in their 
social relations with other individuals or collectives” (p. 4). In other words, a certain 
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group wants to be seen differently from other groups, and individuals want to be 
acknowledged as a group member, since each group has their own culture which can 
represent particular characteristics of the group and bond group members strongly. The 
identification with a group is a significant determining factor of various types of 
individuals’ behavior (Brewer, 1979; Tajfel, 1981; Turner, 1978), and identification with 
their group to celebrate their identity generates nostalgia (Fairley, 2003). Fairley and 
Gammon (2005) mentioned that, “in particular, individuals extend their identity by 
including an imagined past related to what they believe the past eras of group or 
subculture entail” (p. 184).  They also pointed out that nostalgic memories are derived 
from different levels of subculture, such as ‘individual’, ‘social group’, or ‘the wider 
subculture’. A person identifies his or herself through subculture or group experience, 
and generated memories related to one’s group experience make people long for the past.  
In sum, sport fans and spectators tend to behave as a group to support their favorite teams 
or players under the competitive situation at sporting events, and nostalgia arises through 
their past social experience and group identification.  
 Thirdly, in the perspective of sporting events, sport fans and spectators endeavors 
to attend sporting events and spend money and time so they can experience athletes’ great 
performance or socialize with other people. According to Dixon’s (2009) study, the 
average expenditure of a Clemson University football spectator was $277.15, and 87.8 % 
(n=165) of overnight visitors stayed in the Clemson, SC area more than two days. In 
addition, 55.4 % (n=427) of people have participated in Clemson home football games 
for more than 10 years, and 41.2 % (n=318) of spectators who reside more than sixty 
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minutes away from the stadium came to participate at football games. They have spent a 
lot of time and money to participate at Clemson University home football games for a 
long period of time. Furthermore, highly identified fans investigate game strategies, game 
data, and wear team jerseys and apparel. All of these experiences are related to the 
concept of authenticity. Wang (1999) explained the concept of authenticity in tourist 
experiences. He classified authenticity into two categories: object-related authenticity 
(objective and constructive) and activity related authenticity (existential). Among 
suggested categories of authenticity, the concepts of constructive and existential 
authenticity explain fans’ experience at sporting events. Constructive authenticity is 
considered as symbolic authenticity and explained by one’s ‘imagery’, ‘expectation’, 
‘preferences’, ‘beliefs’, ‘power’, etc. (Wang, 1999). In other words, sport tourists respond 
to symbolic objects which are associated with particular sports, and symbolic objects can 
lead individuals to have nostalgic feelings. In addition, Wang (1999) mentioned that 
“existential authenticity refers to a potential existential state of being that is to be 
activated by tourist activities” (p. 352). According to the concept of existential 
authenticity, individuals essentially pursue real experiences rather than authentic objects 
and one’s bodily experiences are considered as authenticity. All individuals’ present 
activities are authentic; however, their experiences remain in their memories as time goes 
on. A sport tourist identifies him or herself as ‘true self’ by taking part in sporting events, 
and nostalgic feelings occur by physical effort and experience of the past in sport settings 
or sport stadia.  
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 Finally, sports environments have their own particular atmosphere which is 
memorized through an individual’s five senses, such as sight, hearing, touch, smell, and 
taste (Gaffney & Bale, 2004). Belk (1990) explained that nostalgia is “a wistful mood 
that may be promoted by an object, a scene, a smell, or a strain of music” (p. 670).  The 
invisible factors related to what they have experienced in sport settings and the 
uniqueness of the sport atmosphere might be the reasons people have feelings of 
nostalgia. Individuals can experience the unique atmosphere by attending sporting events. 
For example, Gibson, Willming and Holdnak (2002) noted that college football has its 
own peculiar nature, and football fans’ behavior is unique during the sporting event: 
Some travel hundreds of miles to follow their team, to tailgate with their family 
and friends, and for some who are alumni of the university, football provides a 
link with their alma mater. No other sport in the U.S. seems to engender the same 
pre-game socializing (tailgating), rituals, and atmosphere as football (p. 398). 
The sport environment generates a unique atmosphere which creates particular 
group culture. In the group culture, social experience with one’s group members at 
sporting events can make people feel nostalgia.  Fairley (2003) contended that people feel 
nostalgia in terms of not only place and artefact, but also their social experience. The 
external environmental impacts which are embedded in sporting culture affect one’s 
memories and consequently one’s positive memories of the past possibly evoke nostalgic 
feelings in a person.  
These characteristics of sport can be considered as a catalyst for explaining the 
relationship between sport and nostalgia. Furthermore, not only unique characteristics of 
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sport, but diverse experience related to sport evoke nostalgia. First of all, impressive 
events remain in individuals’ memory, and these phenomena can be explained by 
flashbulb memories.  Brown and Kulik (1977) stated that flashbulb memories possess  
a primary, ‘live’ quality that is almost perceptual. Indeed, it is very like a 
photograph that indiscriminately preserves the scene in which each of us found 
himself when the flashbulb was fired (p. 74).  
Flashbulb memories can be used to explain how sport is a vehicle for nostalgia. 
Individuals easily access memorable sport moments via mass media, such as film, 
broadcasting, and photography as well as through their own flashbulb memories (Snyder, 
1991), even though people do not have personal experience. Based on previous 
experience, the positively perceived flashbulb memories evoke nostalgia. In addition, 
flashbulb memories could be triggered by through sport products if a person identifies 
himself with them. Gammon and Ramshaw (2013) noted that sport products which 
represent specific sporting eras play an important role in sports merchandising. 
Individuals are interested in retro products which could connect people to their favorite 
teams or past success. Thus, individuals who have positive memories about past sport 
products tend to purchase retro products which cause people to have nostalgic feelings.  
To sum up, various features of sport are closely linked with the concept of nostalgia. 
People can build their own experiences related to positive emotions and memories 
because of the attractive features of sport, and their past positive experiences form 
nostalgia. Based on these diverse characteristics of sport, this study suggests a 
classification of nostalgia in the context of sport tourism.  
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Nostalgia Sport Tourism 
In the field of sport tourism, Gibson (1998) suggested three types of sport 
tourism: active sport tourism, event sport tourism and nostalgia sport tourism. In 
nostalgia sport tourism, she focused on object-based nostalgia which was evoked by 
places and facilities, such as sport museums, sport venues, and sports themed cruises. 
Following Gibson’s suggestion, the research related to nostalgia sport tourism have been 
studied in terms of sports museums, sports fantasy camps, and sports halls of fame 
(Gammon, 2002; Gibson, Willming & Holdnak, 2003).  Gammon (2002) explained the 
relationship between sport tourism and nostalgia by focusing on the sports fantasy camp. 
He mentioned that nostalgia can be used commercially, and there are several factors 
which play a central role in the sports fantasy camp, including the event, the 
stadia/facility, the team/club, the players/coaches, and the sport. In addition, Gibson et al. 
(2003) suggested that nostalgia sport tourism could grow by developing halls of fame and 
fantasy sport camps. 
 Differing from Gibson’s (1998) perspective, Fairley (2003) suggested different 
points of view about nostalgia and sport tourism. She studied a group of travelers who 
have annually followed one team in the Australian Football League (the AFl) and found 
that social interaction plays an important role in nostalgia. She explained that “nostalgia 
can arise in relation to identification with a relatively small social group (in this case, a 
travel group) that uses sport as a context through which to create a liminoid space in 
which to celebrate their identity as a group” (p.298). Fairley and Gammon (2005) 
mentioned “two broad conceptualizations of nostalgia in sport tourism: nostalgia for sport 
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place or artifact, and nostalgia for social experience” (p. 182). In Fairley and Gammon’s 
research, sport museums, sports halls of fame, nostalgic events, the stadium tour, and 
themed cruises were used to explain the object-based nostalgia, and the second concept, 
interpersonal relationship based nostalgia, was illustrated by socialization, shared 
experience, and subculture.  In sum, nostalgia is aroused not only by tangible sites of 
former sporting facilities such as sports stadia, halls of fame, or museums, but also by 
intangible factors including past shared memories with group members.  
 Ramshaw and Gammon (2005) argued that nostalgia is too limiting a concept and 
explained that heritage is a broader concept than nostalgia. They declared that “nostalgia 
is associated more with motivation than destination, while heritage must have a location 
for the tourist to visit” (p. 239). Fairley and Gammon (2005) explained that the concept 
of nostalgia should be examined in more detail and be structuralized to be better 
understood.  Furthermore, Fairley (2003) mainly focused on the norms, rituals, and 
identity of a group but did not give full details of the part of an individual’s role and 
identity as a fan. Therefore, this study suggests the classification of nostalgia in the 
context of sport tourism, and the insufficient part of Fairley’s study, a fan’s personal 
identity, is explained based on identity theory in this study.  The classification of 
nostalgia can be used in both qualitative and quantitative research and lead to a better 
understanding of sports events attendees’ nostalgic behavior.  
 
 
 
 35 
Classification of Nostalgia in the Context of Sport Tourism 
Nostalgia has been studied by sociologists in terms of events, persons, and sights. 
Holak and Havlena (1998) and Holak, Havlena, and Matveev (2006) suggested typology 
of nostalgia and employed two dimensions of nostalgic experience: (a) nature of 
experience (indirect and direct), and (b) social experience (the personal and collective), 
and they suggested four-way classification of nostalgia: (a) personal nostalgia (direct, 
individual experience), (b) interpersonal nostalgia (indirect, individual experience), (c) 
cultural nostalgia (direct, collective types of experience), and (d) virtual nostalgia 
(indirect, collective types of experience). 
Even though a classification of nostalgia exists, this study redesigned the 
classification of nostalgia based of the previous research about nostalgia in the sport 
tourism field because of the unique characteristics of sport. The reclassified classification 
of nostalgia is consisted of four components, involving nostalgia as experience, nostalgia 
as socialization, nostalgia as fan identity, and nostalgia as group identity (see Figure 1.2). 
These four components are explained by two dimensions: (a) purpose of nostalgia 
(experience based nostalgia and identity based nostalgia), and (b) structure of nostalgia 
(object based nostalgia and interpersonal relationship based nostalgia), and these two 
dimensions provide a two by two matrix.  
 
Nostalgia as Experience 
Based on one’s past personal experience, Fairley (2003) mentioned that nostalgia 
is evoked by objects, such as people, place, experience and things, and in sport tourism, 
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sport objects can be considered as athletes, team, place, and atmosphere. Robinson and 
Trail (2005) studied spectators’ attachment to a team and mentioned that “being attached 
to a specific team, or perhaps even rather than being attached to a specific team, an 
individual might be attached to, for example, the coach or a specific player, among other 
things related to the experience” (p. 61). Because of one’s positive past memories 
associated with sport objects, individuals who are included in this dimension miss and 
symbolize specific sport teams, players, or stadia.  
In addition, nostalgia as experience is highly related to participants’ motivation 
and objects related to a sport game, but the concept of nostalgia is different from the 
concept of motivation. Sport spectators’ motivation was measured by analyzing diverse 
factors, including physical attraction, physical skills, vicarious achievement, escape, 
aesthetic pleasure, drama, family, and social interaction (Trail & James, 2001). Mahony, 
Nakazawa, Funk, James, and Gladden (2002) also found that teams and athletes play an 
important role in fans and spectators’ motivation. However, nostalgia is a bittersweet 
emotion, and people who are not satisfied with their current status can experience 
nostalgia from their positive memories of objects, such as players, team and stadia 
(Fairley & Gammon, 2005). Even though these two concepts are different, the concepts 
of motivation and nostalgia are closely associated with each other. For example, if 
individuals are dissatisfied with their current status, they may tend to have nostalgic 
feelings to escape their everyday routine. Also, their nostalgic feelings can occur not only 
by visible factors, including players, team, and venue, but also by invisible factors which 
are related to what they have experienced before in the stadium, such as atmosphere, 
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music, and smell. Finally, the evoked nostalgic feelings may affect individuals’ 
motivation and lead people to attend sporting events. To sum up, individuals’ past 
memories regarding specific objects influence their emotional attachment to their favorite 
teams, athletes or sport, and it can have an effect on their future behavioral intentions.  
 
  Nostalgia as Socialization 
The second component is socialization and this can also be understood in a motivational 
perspective. Korte (2007) noted that socialization improves individuals’ identities, and it 
leads to the development of group identity. Fans and spectators may feel nostalgic 
because of positive memories relating to socializing with their group members. This 
component is well explained by Farley’s (2003) perspective. She mentioned the 
importance of small group experience in sport tourism: 
Therefore, it is reasonable to expect that sport nostalgia can derive from group 
 (or social) experiences which themselves become the basis for tourism. Thus, 
 the focus of some sport tourism may be on the travel group itself and therefore 
 on reliving a sport-based group (social) experience, rather than on visiting a 
 particular site or destination. (p. 285) 
Participants can share their current news and positive nostalgic feelings with each 
other and have a chance to build or promote their friendship by attending the sporting 
events with their group members. In addition, some people attend a sport event to get 
some kind of benefits by meeting with their group members. These memoires of 
socializing with others in the past evoke nostalgic feelings.  
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Nostalgia as a Fan Identity 
Nostalgia as fan identity is the third component of this model. Fans have aspirations to 
identify themselves at a sport event. These phenomena are well explained by identity 
theory. Identity theory is derived from McCall and Simmons’ (1966) role-identity theory. 
In the sociology field, Stryker (1987) suggested identity theory to understand the reasons 
of individuals’ behavior. The term ‘role identity’ is referred to as multiple components of 
self each with a distinctive role in society (Stryker, 1968, 1980). The role-identity theory 
requires the role itself and the identity to be associated with the role (Petkus, 1996). 
Hogg, Terry, and White (1995) stated that “central characteristics of identity theory are 
that 1) it represents a social psychological model of self in that social factors are seen to 
define self; 2) the social nature of self is conceived as derived from the role positions that 
people occupy in the social world; 3) in an enduring sense, these role identities are 
proposed to vary in regard to their salience; and 4) although identity theorists 
acknowledge that reciprocal links exist between self and society, they have been most 
interested in individualistic outcomes of identity-related process” (p. 259). In addition, 
Stets and Burke (2000) asserted that hierarchy exists among the role identities, as each 
identity salience is differently verified by different self-meanings. From this historical 
perspective of identity theory, the role and role-identity are the main concepts in identity 
theory, and role identities provide self-meaning by referring to role specifications.  
 Based on identity theory, the third component, nostalgia as fan identity, is 
understood by explaining the relationship between sport and nostalgia.  Individuals’ 
behavioral, cognitive, and emotional response differed depending on different level of 
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identification with a specific team or player (Schurr, Witting, Ruble, & Ellen, 1988; 
Wann & Branscombe, 1993). Smith and Stewart (2007) also stated that sport consumers 
employ sport teams and players to construct their identity. Davis (1979) stated that 
nostalgia is highly related to an individual’s identity. People who attend sport events have 
a desire to identify themselves as fans or supporters and to be seen as fans of a specific 
team or player. Their role is cheering their favorite team or players to win a game, and 
while they are cheering, they come to realize their identity as fans. Also, these people can 
be under a delusion that their cheering behaviors have a significant effect on the result of 
games and miss their cheering behaviors and yearn for a feeling that they become one 
with a specific team or player. Fairley and Gammon (2005) stated that “memories that an 
individual holds include both self and collective memories that reflect an individuals’ 
identification with, and belongingness to, a particular social group” (p. 183). Therefore, 
an individual who is included in this dimension longs for identifying his or her self-
concept as a fan of favorite teams or athletes.  
 
Nostalgia as Group Identity 
The last part is nostalgia as group identity. The fourth component is based on social 
identity theory (Tajfel, 1970; Tajfel & Turner, 1979). Social identity theory is derived 
from Festinger’s (1954) social comparison theory. According to social comparison 
theory, people tend to evaluate themselves by comparing themselves to others, and this 
process leads people to uniformity and reduces discrepancies when they compared with 
others. Hogg et al. (1995) suggested that “social identity theory is intended to be a social 
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psychological theory of intergroup relations, group processes and the social self” (p. 
259). Social identity refers to the individuals’ emotional attachment to a specific group 
membership when individuals develop a sense of belonging in a particular group (Tajfel, 
1981). Jenkins (1996) stated that social identity “refers to the ways in which individuals 
and collectives are distinguished in their social relations with other individuals or 
collectives” (p. 4). In other words, certain groups want to be seen differently from other 
groups, and individuals want to be acknowledged as a group member, since each group 
has their own culture which can represent particular characteristics of the group and bond 
group members strongly.  
 In the field of sport tourism, Fairley (2003) mentioned that “for group-based sport 
tourism experiences, nostalgia is represented by the effort to relive liminoid group 
experience” (p.298). The degree of identification with a group is a significant 
determining factor related to various types of individual behavior (Brewer, 1979; Tajfel, 
1981; Turner, 1978). Fairley and Gammon (2005) also explained that an individual’s 
identity is influenced by group identity, and said “as both sport and tourism represent 
salient personal and collective identities for many, it is not surprising that memories of 
sport and tourism form the basis of nostalgic recollections” (p. 184).  Positive memories 
of sport fans and spectators’ group behavior evoke nostalgia. In conclusion, based on the 
unique features of sport, the four dimensions of nostalgia are suggested that can be used 
to understand sporting events attendees’ specific nostalgic behavior. 
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Historical and Direct Experience of Nostalgia 
Gammon and Ramshaw (2012) noted that, because of the “baby boomer” 
generation, the number of older people (over 65) has increased, and therefore there is a 
strong relationship between nostalgia and sport in the present. As Gammon and Ramshaw 
mentioned, the concept of time is important and should be explained to understand the 
concept of nostalgia. However, Davis (1979) and Holbrook and Schindler (1991) pointed 
out that there is not a significant causal relationship between the amount of time passed 
and nostalgia. Holbrook and Schindler noted that object-specific age and preference can 
change an individual’s nostalgic level.  Individuals have different levels of preference 
depending on types of experience: direct and indirect. According to Havlena and Holak 
(1991), personal nostalgia can be defined as relating reactions from a personally 
remembered past. On the other hand, Holbrook and Schindler (1991) defined nostalgia as 
“a preference (general liking, positive attitude, or favorable affect) toward objects 
(people, places, or things) that were more common (popular, fashionable, or widely 
circulated) when one was younger (in early adulthood, in adolescence, in childhood, or 
even before birth)” (p. 330). Holbrook (1993) also showed the same view of nostalgia as 
Holbrook and Schindler and noted that even though an individual does not have direct 
experience, one can have nostalgic feelings through culture which is embedded in the 
objects. According to Merchant and Ford (2008), individuals who have direct experience 
tend to remember their experience more positively than their actual experience. In 
addition, weaker emotional feelings caused by an insignificant autobiographical 
connection are related to historical nostalgia (Marchegiani & Phau, 2011). Based on the 
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previous studies (Marchegiani & Phau, 2011; Merchant & Ford, 2008), direct experience 
evokes stronger feelings of nostalgia than indirect experience. In the perspective of sport 
fans, different types of experience should be considered as specific as possible, since 
there are a lot of exposed sources that allow people to easily approach sports. Given this 
point of view, this study suggests four types of experience which evoke nostalgic 
recollection associated with sporting events. The first type of experience is direct 
experience at sport stadia. Individuals who physically enter the stadium can be 
considered as the first type of experience: direct experience. The second type of 
experience is direct experience through the media (i.e., television, radio, etc.) during the 
games. For example, people could not watch games at stadia, because of diverse reasons, 
including weather, health, tickets, transportation, time, and money. Therefore, these 
people obtain the information through the media in real time. The third type of 
experience is direct experience through the media, when the game was over (i.e., books, 
magazines, television, etc.). Individuals watch a game through diverse media which show 
the game results after the game. The last type of experience is indirect experience (i.e., 
media or word of mouth). People can easily access historic sporting event information, 
since the media and sport are closely related to each other (Snyder, 1991). Meyer (2010) 
contended that the degree of nostalgia could be changed depending on different types of 
experience: first-hand or second-hand. It considers that the degree of nostalgia may 
gradually decrease from the first type of experience to the last type. Therefore, direct 
experience and indirect experience should be considered to identify the degrees of 
nostalgia, since these two different types of experience cause different levels of nostalgia. 
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In other words, individuals have different degrees of nostalgia depending on the types of 
experience. Finally, by understanding direct and indirect experience of nostalgia, the 
different degrees of nostalgia can be explained. Figure 2.1 illustrates the conceptual 
model of nostalgia in sport tourism. Four components of nostalgia (including nostalgia as 
experience, nostalgia as socialization, nostalgia as fan identity, and nostalgia as group 
identity) are evoked by two different types of experience, which can also affect degree of 
nostalgia. 
Stern (1992) categorized nostalgia into two types of nostalgia: historical and 
personal by using literary criticism in advertising text. Historical nostalgic can be 
generated from a time in history that the individuals did not experience personally  
(Havlena & Holak, 1991; Stern, 1992). Goulding (2002) suggests that vicarious nostalgia 
is described as a longing for a past that was not personally experienced by the individual. 
It can also be called second-hand nostalgia. Fairley (2003) also explained that the 
individual can possibly have nostalgic feelings, even though an event occurred before 
s/he was born.  Stern examined the elements of advertising themes of plot, setting, 
characters, and values inherited from literary antecedents. According to Stern (1992), 
historical nostalgia expresses the desire to return to the past that is viewed as superior to 
the present. Some of the most important temporal elements in historical nostalgia are the 
presentation of exotic settings, fantasy actions, and idealized characters. The plots often 
return to the world of myth, in which honor, mercy, and one’s courage are highly valued. 
In addition, the perceiver’s mental process is based on their imagination of a fantasy 
world (Stern, 1992).  
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Unlike historical nostalgia, which idealizes the past based on the imagination, 
nostalgia by direct experience idealizes the past that individuals remember. Personal 
nostalgia is engendered from individual’s personal experiences (Davis, 1979). 
Marchegiani and Phau (2011) also pointed out that a sense of personal loss and a higher 
intensity of emotions are significantly related to personal nostalgia. In Stern’s (1992) 
research, the meaning of personal nostalgia is the same with nostalgia by direct 
experience. He suggested that nostalgia by direct experience in advertising text should be 
viewed as a sentimental novel. Familiar settings that often recollect scenes of home also 
bring good memories. The values of personal nostalgia are the “everyman” and 
“everywoman” in daily life with one’s love, security, and nurturance. Also, the 
perceiver’s mental process is based on individuals remembered past.  
 
Figure 2.1 A Conceptual Model of Nostalgia in the Context of Sport Tourism 
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Leisure Attitude 
 Despite the difficulties of defining leisure, some scholars endeavored to define 
leisure. Robert (1961) defined leisure as “relatively self-determined non work activity” 
(p. 3). Godbey (1981) defined leisure as “living in relative freedom from the external 
compulsive forces of one’s culture and physical environment so as to be able to act from 
internal compulsion in ways which are personally pleasing and intuitively worthwhile” 
(p. 10). Based on the definition of leisure, sport spectating can be considered as leisure 
activity. Lu, Lin, and Cheng (2011) elucidated that “… sport spectating is a common 
leisure and recreation activity…” (p. 1018). Therefore, this study used the concept of 
leisure attitude to measure sporting event attendee’s attitude.  
 People who attend sporting events tend to have their own attitude depending on 
their experience. Schoof (1999) mentioned that one’s attitude is influenced by an 
individual’s past experience, and one’s established attitudes are related to people, event, 
or environment. Fishbein (1967) defined attitude as “learned predispositions to respond to 
an object or class of objects in a favorable or unfavorable way” (p. 257). In addition, the 
concept of attitude was defined as “a hypothetical construct that, being inaccessible to 
direct observation, must be inferred from measurable responses” (Ajzen, 1988, p. 4).  
 To measure attitude, there are different perspectives of attitude in terms of 
dimensionality issues. Allport (1935) argued that attitude could be measured as 
unidimensional, whereas many researchers presented that attitude is explained by 
multidimensionality, including cognitive, affective, and behavioral factors (Mcdougall & 
Munro, 1987; Ragheb & Beard, 1982; Schoof, 1999; Weber, 1992). Martens (1975) also 
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indicated that “… the separate measurement of each of the three components of an 
attitude is advocated by most attitude researchers today. In the past, only the affective 
component usually has been measured” (p. 130). In addition, Rosenberg and Hovland 
(1960) provided a schematic concept model of attitudes (Figure 2.2), and the schematic 
figure also presented a three-component concept of attitude. Therefore, this study uses 
three sub-factors to measure attitude: affect, cognition, and behavior.  
 
Figure 2.2 Schematic Concept Model of Attitudes (Source: Rosenberg & Hovland, 1960, 
p.3) 
 
According to the schematic figure, stimuli affect attitude, and responses are 
reflected in three ways: affect, cognition, and behavior. Rosenberg and Hovland’s model 
indicated similar structure with Krishna’s (2012) conceptual framework of sensory 
marketing (Figure 2.3). Krishna (2012) suggested a conceptual framework of sensory 
marketing and explained process of why people purchase products There are five senses 
(haptics, olfaction, audition, taste, and vision), and individuals can have their own 
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perception of products based on the five senses. Those five senses affect an individual’s 
perception, and a perception is related to an individual’s emotion and cognition. Finally, 
individuals’ attitude, memory, and behavior can be changed depending on an individual’s 
psychological process. In summary, people automatically react to stimuli, and their 
emotion and cognition have an effect on changing consumers’ behavior simultaneously.  
 
Figure 2.3 A Conceptual Framework of Sensory Marketing (Source: Krishna, 2012, p. 
335) 
 
Based on Krishna and Rosenberg and Hovland’s suggested models, the factors 
which cause sport fans and spectators to participate in sport event can be understood. 
Sport event attendees are exposed to diverse stimuli at sporting events, and those stimuli 
affect people’s attitude, memory, and behavior. After attending sporting events, people 
have their own past experience regarding sporting events positively or negatively. If 
spectators have positive experience at the past sporting events, people may tend to 
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positively respond to diverse stimuli when they attend sporting events again. Stern (1992) 
emphasized that nostalgia can be explained as the positive memory of the past, and 
defined nostalgia as “an emotional state in which an individual yearns for an idealized or 
sanitized version of an earlier time period” (p. 11). Several prior research have been 
conducted to measure the relationship between attitude and memory (Eagly, Chen, 
Chaiken, & Shaw-Barnes, 1999; Thorson, Chi, Leavitt, 1992). However, there is no 
empirical research to test causal relationship between nostalgia and attitude in the context 
of sport tourism. Therefore, based on the conceptual background, this study proposes that 
nostalgia and attitude have a positive relationship. 
 
Behavioral Intentions 
 Many prior research measured attitude (Lam & Hsu, 2006; Lu, Lin, & Cheng, 
2011; Sparks, 2007), perceived destination image (Baloglu, 1999; Chen & Tsai, 2007), 
and satisfaction (Severt, Wang, Chen, & Breiter, 2007) as antecedents of behavioral 
intentions. Among diverse previous casual relationships, this study focused on the 
relationship between attitude and intention. This relationship is supported by theory of 
planned behavior (TPB). Ajzen (1991) developed theory of planned behavior, which is 
modified from theory of reasoned action (TRA) (Fishbein & Ajzen, 1975) by including 
the perceived behavioral control construct. Kaiser and Gutscher (2003) mentioned that by 
including the perceived control, an individual’s behavioral intentions can be better 
measured.  
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 There are several definition of behavioral intentions, which is focus on the 
strength of one’s intention (Fishbein & Ajzen, 1975), an individual’s anticipated or 
planned future behavior (Swan, 1981), one’s frequency of physical activity participation 
(Courneya, 1994), and subject probability (Correia, Santos, & Barros, 2007). Ko, Kim, 
Claussen, and Kim (2008) stated that intention is highly related to actual behavior, and if 
one has strong intention, this is high predictive of a person’s actual behavior (Ajzen & 
Fishbein, 2000). However, Ajzen and Fishbein elucidated that intention and actual 
performance are hard to measure, since the relationship between intention and actual 
behavior is influenced by internal factors (i.e. belief, and desire) and diverse external 
factors. Ajzen and Fishbein suggested that behavioral intentions are more useful to 
understand an individual’s future actual performance. Therefore, this study used the 
behavioral intentions construct to find how spectators have willingness to attend sporting 
events.  
 Another important issue to measure behavioral intentions is time. Eyal, 
Sagristano, Trope, Liberman and Chaiken (2009) mentioned that intention was influenced 
by time, and the intention score of distance future is higher than the intention score of 
near distance. It can be considered that respondents may not answer precisely if a 
researcher asks their distance future intention, since they may think that they can have a 
chance to do actual behavior at some time in the future. On the other hand, if a researcher 
asks future intention that is too near, it can also be biased because respondents do not 
have enough opportunity to participate in actual performance. Therefore, this study 
measured sporting event attendees’ behavioral intentions within the next three years. 
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 Hagger, Chatzisarantis, and Biddle (2002) indicated that attitude is closely related 
to intention. This study anticipated that sporting event attendees have a positive attitude 
regarding Clemson home football games, and individuals who have positive attitude 
toward the game may have strong behavioral intentions. In addition, Fairley (2003) 
defined nostalgia as “a preference (general liking, positive attitude or favorable affect) 
toward objects (people, place, experiences or things) from when one was younger or from 
times about which one has learned vicariously, perhaps through socialization or the 
media” (p. 287-288). Further, she noted that positive memories of the past cause 
individuals to follow their favorite teams. In other words, it can be proposed that if one 
has nostalgic feelings toward places or experiences, then people could be more likely to 
attend or participate in these activities or events.  
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CHAPTER THREE 
RESEARCH METHODS 
Procedures of Scale Development 
The aim of this study was to develop and to provide a valid and reliable model of 
nostalgia sport tourism based on purpose and structure of nostalgia in the context of sport 
tourism. In addition, after developing a nostalgia scale, this study tested the relationships 
among nostalgia, leisure attitude, and behavioral intentions. The empirical data was 
analyzed using Exploratory Factor analysis (EFA), Confirmatory Factor analysis (CFA), 
and Structural Equation Modeling (SEM).  
 Menor and Roth (2007) suggested a two-stage approach to develop measurement 
items and scales. Specifically, there are seven procedures to develop a measurement: 1) 
specify theoretical domain and operational definitions of constructs, 2) generate items, 3) 
purify and pretest items, 4) questionnaire development, 5) survey data collection, 6) 
confirmatory analyses, 7) item and scale refinement. Figure 3.1 presents the overall 
procedure for developing a nostalgia scale. The first and second stages of Menor and 
Roth’s process are covered by the preceding of literature review. The model of nostalgia 
for sport tourism was proposed based on the classification of nostalgia in the context of 
sport tourism (see Figure 1.2 and Figure 2.1). Through literature review, items of each 
domain were developed to prepare an initial questionnaire. After developing the initial 
questionnaire, Q-sort and expert review were conducted to provide evidence of face 
validity and content validity in the third stage. The third stage is also included in the 
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process of pilot testing. The last stages (fourth, fifth, sixth, and seventh stages) are for the 
main study (see Figure 3.1).  
 
Figure 3.1 Scale Development Procedure (as adapted from Menor & Roth, 2007) 
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Participants and Sampling Strategy 
The population of two pilot studies and the main study are people who attend 
sport events and have positive feelings for the past in regard to sporting events. In the 
first pilot study, the targeted sample was university students in the Southeastern United 
States who have positive feelings toward sporting events in the past, and a convenience 
sampling technique was used to collect the data. The targeted samples of the second pilot 
study and main study were participants in the Clemson University home football games, 
and the systematic sampling technique was used for gathering the data. Babbie (2010) 
explained that systematic sampling is “a type of probability sampling in which every kth 
unit in a list is selected for inclusion in the sample” (p. 201). In addition, in social 
science, there are four methods to collect the data: mail, telephone, online modes, and 
face-to-face. Groves, Fowler, Couper, Lepkowski, Singer, and Tourangeau (2004) stated 
that a mixed data collection mode design is useful to avoid biases. Moreover, some 
respondents may not be able to access online surveys, so that online survey has more 
coverage error (Dillman, 2007).  
For the first pilot study, the data were collected through two data collection 
modes: face-to-face and online mode. In the second pilot study and main study, face-to-
face mode was mainly used to collect the data. The second pilot study and main study 
were conducted at Clemson home football games. Since not all participants’ have game 
tickets, face-to-face surveys were conducted near parking/tailgating areas on Clemson 
University campus. To collect the data, first, a research team member approached a 
parking lot and asked people whose birthdays are close to each game day. After 
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identifying individuals’ birthdays, the research team member chose persons in a group 
whose birthdays are close to each game day. The reason why the research team member 
chooses persons in a group is to measure group effects on each individual through 
multilevel analysis. After selecting persons in a group, the research team member 
inquires about their willingness to participate in a survey. If they agree to fill out the 
surveys, the research team members briefly explained the content of the study. In 
addition, if respondents want to conduct surveys on the website, the research team 
member asks for their email address and sent an email to respondents the following 
Monday. Qualtrics.com was used to complete the online survey. After the first group 
finished the survey, a research assistant moved in a clockwise direction and asked 
persons in a group to conduct a survey who parked at every 3
rd
 parking space. 
All research team members completed the Collaborative Institutional Review 
Board Training Initiative (CITI) which is related to social and behavioral sciences 
research. By completing CITI training, research team members understand data collecting 
process and protocol. Data collection for the second pilot study and the main study was 
conducted during six home football games for Clemson University in the 2013 fall 
semester which include: September 9
th
 versus South Carolina State University (the 
second pilot study); September 28
th
 versus Wake Forest University; October 12
th
 versus 
Boston College; October 19
th
 versus Florida State University; November 14
th
 versus 
Georgia Institute of Technology; November 23
rd
 versus The Citadel.  
 During Clemson home football game days, parking areas were broadly divided 
into two sections: general parking areas (GP) and IPTAY parking areas. IPTAY members 
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are sponsors for the athletic department at Clemson University. Figure 3.3 presented that 
labeled “GP” areas are general parking places, and IPTAY parking areas are divided into 
three sections: North, South, or West (see figure 3.2). Each area (North, South, West and 
GP) is randomly assigned a number using SPSS. Three research team members collected 
the data at IPTAY parking areas (North, South, and West) and three research assistants 
collected the data at scheduled GP areas.  
 
 
Figure 3.2 Clemson Home Football Game Day IPTAY Parking Areas 
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Figure 3.3 Clemson Home Football Game Day General Parking Areas 
 
Instrumentation 
 The questionnaire for the main study consisted of five sections: 1) Clemson home 
football game experience, 2) nostalgia, 3) leisure attitude, 4) behavioral intentions, and 5) 
demographic information. All items in each construct were developed and modified from 
previous literature.  
Questions in the first section relate to Clemson home football game experience, 
including season ticket holder or non-season ticket holder, season ticket holder by period, 
GP1 
GP2 
GP3
GP4 
GP4 
GP5 
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having positive memories regarding Clemson home football games, supporting team, the 
number of years attending Clemson home football games, the number of games attending 
Clemson home football games during the past two years, having a ticket or not, 
willingness to enter Memorial Stadium, type of group, the number of group members, 
time taken to arrive at Memorial Stadium, resident (student, resident of near Clemson, 
and non-resident of near Clemson), the number of trips to Clemson during the past two 
years, length of stay, and type of accommodation.  
The second section was about a nostalgia scale in the context of sport tourism 
based on the classification of nostalgia (see Figure 1.2). The classification was developed 
based on Aden (1995), Wilson (2005), Jacobson (2003), Fairley (2003) and Fairley and 
Gammon’s (2005) studies and has four dimensions in it: nostalgia as experience, 
nostalgia as socialization, nostalgia as a fan identity, and nostalgia as group identity. 
The concept of nostalgia has a comprehensive nature and is closely related to the 
notion of sport fan motivation, identity theory, and social identity theory. Thus, initially 
69 items were developed from the four different concepts: nostalgia, motivation, identity 
theory, and social identity theory. In addition, the items included in each domain were 
developed and modified based on the previous nostalgia scales (Batcho, 1995; Holbrook, 
1994; Pascal, Sprott, & Muehling, 2002; Routledge, Arndt, Sedikides, & Wildschut, 
2008, Rodrigues, 2012), prior qualitative research (Fairley, 2003; Fairely & Gammon, 
2005), and different types of nostalgia experience (Stern, 1992). More specifically, 
among the four dimensions of nostalgia, both nostalgia as experience and nostalgia as 
socialization are highly related to the concept of motivation. Thus, items included in 
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these two dimensions were developed and reworded based on Gibson (1998), Fairley 
(2003), Fairley and Gammon’s (2005) research, and prior motivation scales (Mahony, 
Nakazawa, Funk, James, & Gladden, 2002; Trail & James, 2001; Wann, 1995). In 
addition, items for nostalgia as a fan  identity and nostalgia as group identity were built 
on identity theory, social identity theory, qualitative research of nostalgia (Fairley, 2003; 
Fairley & Gammon, 2005), and a sport fan motivation scale (Serafini & Adams, 2002; 
Trail, Robinson, Dick, & Gillentine, 2003; Wann, 1995).  
 After generating an item pool, the Q-sort procedure was conducted to establish 
construct validity. Zait and Bertea (2011) mentioned that “the Q-sort procedure aims to 
separate items in a multi-dimensional construct according to their specific domain” (p. 
218). By conducting the Q-sort, a researcher can reduce inappropriate and ambiguous 
items. 16 graduate students and three professors in the field of parks, recreation and 
tourism conducted the Q-sort. The researcher provided each definition of four constructs 
and asked them to match each item with constructs. Gould, Moore, McGuire and 
Stebbins (2008) stated that the Q-sort process is an important step to identify 
heterogeneous and homogeneous types of items. The researchers can generate more valid 
items by revising and rewording items using the results of the Q-sort (Little, 
Lindenberge, & Nesselroade, 1999). After finishing the Q-sort data collection, the 
researcher conducted frequency analysis to confirm the matching percentages between 
items and constructs. Of the 69 items in the initial item pool, 49 items were retained 
which presented high (80%-100%) consensus percentages. 
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 The expert panels of scholars were asked to review and to criticize each item and 
construct after generating the second item pool. The panel of experts consisted of seven 
professors, involving two from tourism, three from leisure and recreation, one from sport 
marketing, and one from psychology. The expert panel contributed to the establishment 
of face validity and content validity. After conducting expert reviews, 16 items were 
reworded or modified, and six items were deleted, since meanings of questions were 
overlapped and contained vague noun phrases. Finally, 43 items were retained and were 
used for the pilot test. All nostalgia scale items were measured on 7-point Likert scale, 
ranging from 1 = “Strongly disagree” to 7 = “Strongly agree”. 
 In the third section of the questionnaire, participants were asked regarding leisure 
attitude. The leisure Attitude Scale (LAS) was developed by Ragheb and Griffith (1982), 
and it has 36 items which are grouped into three subscales: affect (12 items), cognition 
(12 items), and behavior (12 items). Each item was slightly modified to test sporting 
events attendees’ leisure attitude.  
 Section four of the questionnaire included behavioral intentions, which was 
composed of four subscales: (1) football game attendance, (2) word of mouth, (3) football 
related places to visit, and (4) merchandise consumption. Three subscales (football game 
attendance, word of mouth, and merchandise consumption) were modified from Carroll’s 
(2009) behavioral intentions scale, and the other factor (football related places to visit) 
was developed based on Fairley (2003) and Fairley and Gammon’s (2005) studies. 15 
items were measured to identify sporting events attendees’ behavioral intentions. All 
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items were measured on a seven-point Likert scale, ranging from 1) strongly disagree to 
7) strongly agree. 
 The last section of the survey included demographic information. There were 
eight questions, including gender, age, ethnicity, marital status, residence, education 
level, household income, and willingness to answer further questions via email.   
 
Pilot Study 
 The pilot tests were conducted for the third stage of Menor and Roth’s process. 
McMillan and Schumacher (1989) mentioned that the pilot test can be used to test an 
initial proposed model. During this process, the model is tested for reliability and 
dimensionality, and the pilot test improves instrument validity and provides more 
important information about the model (Gay, 1996). This study conducted two pilot tests. 
In the first pilot study, a convenience sampling technique was used to collect the data. 
The population of this study was individuals who have positive memories of past sports 
events, and the targeted sample was university students in the Southeastern United States 
who have positive feeling toward sporting events in the past. This process was conducted 
from available classes during the spring semester in 2013. Not all, but some instructors 
provided extra credit to students who participated in survey as an incentive. Items were 
measured on a seven-point Likert scale indicating level of agreement ranging from 1) 
strongly disagree to 7) strongly agree. Statistical Package for the Social Science (SPSS 
18.0) was used for analyzing data, such as descriptive statistics, exploratory factor 
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analysis (EFA), and reliability tests. After conducing EFA for nostalgia scale, the 
researcher conducted confirmatory factor analysis using EQS 6.2. 
 322 people were sampled for the first pilot study. The sample comprised 51% 
males and 49% females, and 93 % of participants were single. The highest percentage of 
age range was from 21 to 30 (58%), and 69% of respondents were White/Caucasian. 
Respondents’ participation in this study was voluntary, and it took 10 to 15 minutes to 
complete the questionnaire.  
  To assess three main constructs (nostalgia, leisure attitude, and behavioral 
intentions), one EFA for nostalgia sport tourism construct, and three separate CFA were 
conducted. The refined nostalgia scale for sport tourism (NSST) was composed of four 
sub-factors and 43 items. Among all nostalgia sport tourism items, 19 items were 
included in nostalgia as experience factor. Since too many items were loaded on one 
factor, EFA was needed to identify how many sub-factors existed in the nostalgia scale.  
 For EFA process, first of all, Principle Component Analysis (PCA) was employed 
to find the number of factors for the proposed model, and Maximum Likelihood (ML) 
procedure was used to test the adequacy of model fit. Also, the researcher conducted the 
parallel analysis and the scree test. The parallel analysis is a comparison of the observed 
variance with a random analysis of 1000 datasets with similar characteristics to the 
sample. Based on the result of the scree plot (Figure 3.4) and by comparing initial 
eigenvalues for factors with random data eigenvalues (Table 3.1), the researcher decided 
4 or 5 components for the nostalgia scale.  
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Table 3.1 Initial Eigenvalues and Random Data Eigenvalues for Nostalgia Construct 
Component Initial eigenvalues Random data eigenvalues 
1 15.623 1.933 
2 3.480 1.823 
3 2.890 1.734 
4 2.252 1.670 
5 1.505 1.605 
6 1.412 1.554 
7 1.224 1.503 
8 1.061 1.456 
 
 
 
 
Figure 3.4 Scree Plot 
 
 To compare which number of factors was appropriate for the nostalgia scale 
between 4 sub-factors and 5 sub-factors, the researcher conducted two EFA using oblique 
(Promax) rotation. Oblique rotation method is used when it is considered that the 
variables are related to each other, whereas orthogonal rotation method is used when 
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factors are not correlated.  From the result of EFA that has been fixed with 4 factors, 5 
items (NGI 04, NS 04, NE 08, NE 14, NE 15) showed low factor loading. Factor loading 
is the important issue to assessing reliability. Fornell and Larcker (1981) suggested .7 as 
an acceptable cutoff value of factor loadings, since the squared value of factor loading 
need to be larger than .5. On the other hand, Hair, Anderson, Tatham, and Black (1998) 
mentioned that acceptable factor loading should be larger than .40. In this pilot test, Hair 
et al.’s cutoff value was used to test more items in the main study. From the result of EFA 
with fixed 5 factors, NGI 01 was cross-loading between two factors, and NE 08, NE 14, 
NE 15, and NS 04 presented low factor loading. There was not great difference between 
fixed 4 and 5 factors in terms of the number of usable items. However, the result with 
fixed 5 factors presented that initial 19 items of nostalgia as experience factor were 
divided into two parts. Therefore, the researcher selected a five factor model and named 
two separated factors from the nostalgia as experience factor: nostalgia as sport team and 
nostalgia as environment. The result of pattern matrix is shown in Table 3.2. 
  
Table 3.2 Pattern Matrix 
 
Factor 
Nostalgia as 
fan identity 
Nostalgia as 
group 
identity 
Nostalgia as 
environment 
Nostalgia as 
sport team 
Nostalgia as 
socialization 
NFI06 .938 -.030 -.021 -.048 .069 
NFI07 .924 .006 .056 -.107 -.036 
NFI03 .850 .055 -.051 -.021 .044 
NFI04 .846 -.031 .059 -.015 -.055 
NFI05 .824 .093 -.028 .019 -.034 
NFI01 .759 -.060 -.129 .142 .081 
NFI02 .647 -.047 .213 .035 -.064 
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NGI07 -.094 .884 -.062 .047 .031 
NGI08 .008 .838 -.046 -.002 .062 
NGI09 -.092 .831 .096 -.076 -.042 
NGI11 .044 .824 -.087 -.149 .085 
NGI10 -.021 .817 .088 -.009 -.081 
NGI06 .011 .693 -.113 .017 .112 
NGI05 .134 .658 .010 .050 -.070 
NGI03 .090 .542 .194 .061 -.002 
NGI02 .221 .537 -.065 -.063 .152 
NGI04 .107 .446 .122 .165 .018 
NGI01 .437 .439 -.018 .047 -.058 
NE11 .034 .006 .775 -.009 -.147 
NE12 -.020 .008 .727 -.047 -.067 
NE10 -.060 .159 .709 -.009 -.020 
NE09 -.206 -.026 .708 .022 .055 
NE19 .190 -.197 .560 -.013 .154 
NE13 .086 -.005 .539 -.074 -.099 
NE18 -.082 .129 .518 -.107 .254 
NE17 .159 -.016 .513 -.066 .091 
NE16 .123 -.094 .472 .085 .036 
NE15 .270 .043 .300 .154 -.024 
NE05 -.047 -.101 -.035 .804 .146 
NE04 .013 .025 -.195 .775 .098 
NE02 .027 -.087 -.031 .742 -.060 
NE01 .189 -.004 -.190 .701 -.143 
NE06 -.094 .083 .226 .680 -.098 
NE07 -.098 -.115 .106 .637 .175 
NE03 -.008 .172 .110 .612 -.194 
NE08 -.070 .218 .148 .307 .118 
NE14 .077 -.059 .225 .255 .183 
NS02 -.083 -.007 -.076 .012 .944 
NS03 .048 .067 .013 -.105 .820 
NS01 .099 -.048 .029 .100 .713 
NS06 -.041 .328 -.126 .083 .567 
NS05 -.079 .284 .159 -.082 .498 
NS04 .228 .004 .123 .048 .342 
Note. Bold face indicates that pattern coefficient is larger than 0.4. 
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 Based on the results of EFA, five items (NGI 01, NE 08, NE 14, NE 15, and NS 
04) were deleted, and confirmatory factor analysis was conducted to test the nostalgia 
sport tourism construct.  
Many research measures internal consistency using Cronbach’s alpha coefficient 
(1951) and the cut-off value of alpha is 0.7 (Leong & Austin, 1996; Nunnally & 
Bernstein, 1994). However, Byrne (2006) contended that Cronbach’s alpha coefficient is 
not appropriate to measure multidimensional structure and mentioned that “this equivocal 
status of α arises from the fact that, theoretically, it is based on a very restrictive one-
factor model that requires all factor loadings and error variances to be equal” (Bentler, 
2005, as cited in Byrne, 2006, p. 133). Byrne suggested that the Rho coefficient provides 
the most appropriate value to test CFA models as in the setting of multifactor model. 
Therefore, this study used both Cronbach’s alpha coefficient value and Rho coefficient 
value to measure reliability of the CFA model.  
Table 3.3 shows factor loading, Cronbach’s alpha coefficient, Rho coefficient, 
and Average Variance Extracted (AVE) values for initial CFA for the nostalgia sport 
tourism construct.  The model fit the data poorly (𝑥2(𝑑𝑓) = 1787.79(655), RMSEA = 
.079, NNFI = .774, CFI = .842). Eight items which showed low reliability were deleted 
based on the results from the initial CFA. The revised model presented improved fit 
(𝑥2(𝑑𝑓) = 786.75 (390), RMSEA = .060, NNFI = .902, CFI = .931). Finally, thirty items 
were remained, and the remaining items for nostalgia sport tourism factors presented 
appropriate reliability values in terms of Cronbach’s alpha value (α=.79 to .94), Rho 
coefficient (.798 to .938), and AVE values (.51 to .69) in the first pilot study. Fornell and 
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Larcker (1981) mentioned that greater than 0.50 of the AVE value indicates acceptable 
convergent validity. To confirm discriminant validity, the AVE scores were compared 
with squared correlations between all pairs of factors. As a result, the AVE scores of each 
factor were greater than squared correlations between all pairs of factors (Table 3.4). 
Thus, the nostalgia sport tourism construct provided evidence for convergent and 
discriminant validity.  
 Leisure attitude and behavioral intentions were tested using CFA. Fabrigar, 
Wegener, MacCallum, and Strahan (1999) stated that CFA is used when there is 
“sufficient theoretical and empirical basis for a researcher to specify the model” (p. 277). 
The measurement model for leisure attitude fit the data poorly (𝑥2(𝑑𝑓) = 2036.09 (591), 
RMSEA = .093, NNFI = .788, CFI = .812). Thirteen items which showed low reliability 
were dropped after an initial CFA, and the revised model showed improved fit (𝑥2 (𝑑𝑓)= 
545.81 (218), RMSEA = .073, NNFI = .901, CFI = .929). The Cronbach’s alpha values 
(.833 to .941) and Rho coefficient value (.835 to .942) were acceptable, and the AVE 
values ranged from 0.532 to 0.658 (Table 3.5). Further, the AVE scores of each factor 
were greater than squared correlations between all pairs of factors, providing evidence for 
convergent and discriminant validity (Table 3.6). 
 Table 3.7 shows factor loading, Cronbach’s alpha coefficient, Rho coefficient and 
AVE value for initial CFA for the behavioral intentions. The measurement model for 
behavioral intentions had minimally acceptable fit for the data (𝑥2 (𝑑𝑓)= 425.73 (84), 
RMSEA = .121, NNFI = .900, CFI = .918). One item was dropped based on the results 
from the initial CFA. The revised model presented improved fit (𝑥2 (𝑑𝑓) = 187.10 (70), 
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RMSEA = .077, NNFI = .953, CFI = .970). Cronbach’s alpha coefficients for behavioral 
intentions ranged from .928 to .946, Rho coefficient values ranged from .930 to .948, and 
the AVE scores ranged from .773 to .854. It means that there are internal consistency and 
convergent validity. The AVE scores of each factor were greater than squared 
correlations between all pairs of factors, providing evidence for discriminant validity 
(Table 3.8). 
 
Table 3.3 Summary Results for Measurement Model of Nostalgia in the First Pilot Study 
Factors and items 
My pleasant feelings for the past are evoked  
by ________. λ α Rho AVE 
Nostalgia as Sport Team   .827 .840 .515 
       (NST 01) remembering my favorite  
       athletes .554    
(NST 02) my favorite team from the past .751    
(NST 03) a particular player with a good 
reputation .787    
(NST 04) a particular coach with a good 
reputation .788    
(NST 05) a particular team with a good 
reputation .682    
Nostalgia as Environment  .787 .798 .505 
(NE 01) the music played at the sport 
venue .626    
(NE 02) the appearance of the sport venue .898    
(NE 03) the size of the sport venue .691    
(NE 04) the design of the sport venue .585    
Nostalgia as Socialization  .882 .877 .588 
(NS 01) positive memories shared with 
others at previous sports event .748    
(NS 02)memories of building friendships 
with others at previous sports events .762    
(NS 03) memories of socializing with 
others at previous sports events .770    
(NS 05) memories of dining out together .760    
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with other attendees before/after sporting 
events 
(NS 06) memories of making friends 
through sport events .793    
Nostalgia as Fan identity  .941 .938 .685 
(NFI 01) identifying myself as a sport fan  .728    
(NFI 02) how important I am to the team or  
players as a sport fan .701    
(NFI 03) feelings of being a sport fan  .860    
(NFI 04) a sense of accomplishment as a  
sport fan  .826    
(NFI 05) pride of being a sport fan  .884    
(NFI 06) a feeling of satisfaction as a sport 
fan  .894    
(NFI 07) positive feelings about myself as 
a sport fan  .879    
Nostalgia as Group identity  .927 .924 .576 
(NGI 01) experiences of group bonding at 
past sporting event .719    
(NGI 02) the fact that a particular sport  
team or player has enhanced a  
community’s reputation .746    
(NGI 03) unique characteristics of my sport 
event social group in comparison to sport 
event social groups from the past .711    
(NGI 04) the traditions of my group while  
attending a sporting event .698    
(NGI 05) memories of being accepted as a  
member of my group at past sporting event .816    
(NGI 06) pride of being a part of my group 
at past sporting event .843    
(NGI 07) group rituals at past sporting  
event .746    
(NGI 08) behavior my group expected at  
past sporting event .775    
(NGI 09) shared memories which affect my  
group identity .768    
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Table 3.4 Correlations among Nostalgia Factors in the First Pilot Study 
 1 2 3 4 5 
1. Nostalgia as 
sport team 
.718
1 
    
2. Nostalgia as 
environment 
.407 .710
1 
   
3. Nostalgia as 
socialization 
.345 .390 .767
1 
  
4. Nostalgia as fan 
identity 
.424 .462 .268 .828
1 
 
5. Nostalgia as 
group identity 
.390 .565 .604 .588 .759
1 
Note: 
1
Square root of AVE
 
 
Table 3.5 Summary Results for Measurement Model of Leisure Attitude in the First Pilot 
Study 
 
Factors and items λ α Rho AVE 
Cognitive  .833 .835 .658 
Attending a sporting event helps individuals 
to relax 
.685    
Attending a sporting event contributes to 
one’s health 
.536    
Attending a sporting event helps to renew 
one’s energy 
.798    
Attending a sporting event can be a means for 
self-improvement 
.828    
Attending a sporting event increases one’s 
work productivity 
.679    
Affect  .941 .942 .532 
When I am at a sporting event, time flies .736    
Attending a sporting event gives me pleasure .860    
I value attending a sporting event .851    
I can be myself at a sporting event .690    
I feel that attending a sporting event is good 
for me 
.878    
Attending a sporting event is refreshing .818    
I feel that the time I spend at a sporting event 
is not wasted 
.786    
I like attending a sporting event .754    
Attending a sporting event provides me with 
pleasant experiences 
.822    
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Behavioral  .923 .922 .602 
I buy goods and equipment to use in a 
sporting event as my income allows 
.736    
I spend considerable time and effort to be  
more competent in a sporting event 
.799    
Given a choice I would live in an  
environment or city which provides better  
opportunities for attending a sporting event 
.756    
I attend a sporting event even when they  
have not been planned 
.743    
I would attend a seminar or a class to be  
able to attend a sporting event better 
.634    
I support the idea of increasing my free time 
to engage in a sporting event 
.791    
I engage in a sporting event even when I am 
busy 
.763    
I would spend time in education and  
preparation for a sporting event 
.723    
I give attending a sporting event high  
priority among other activities 
.833    
 
Table 3.6 Correlations among Leisure Attitude Factors in the First Pilot Study 
 1 2 3 
1. Cognitive 
.811
1 
  
2. Affective 
.692 .729
1 
 
3. Behavioral .509 .668 .776
1 
Note: 
1
Square root of AVE
 
 
 
 
 
 
 
 71 
Table 3.7 Summary Results for Measurement Model of Behavioral Intentions in the First 
Pilot Study 
 
Factors and items λ α Rho AVE 
Football game attendance  .944 .946 .854 
The probability that I will attend one or 
more sporting events is high .907    
I plan to attend one or more sporting events .952    
I intend to attend one or more sporting 
events .912    
Word of mouth  .937 .938 .835 
I am likely to say positive things to others 
regarding attending my most memorable 
sporting event .882    
I am likely to encourage friends and 
relatives to attend my most memorable 
sporting event .935    
I will recommend attending my most 
memorable sporting event to other people .924    
Football related places to visit  .928 .930 .773 
I intend to participate in sport themed 
cruises .690    
I intend to participate in sport fantasy 
camps .968    
I intend to visit sports museums .963    
I intend to visit sports “halls of fame” .866    
Merchandise consumption  .946 .948 .820 
I will collect my favorite sport player or 
team-related merchandise .865    
I am likely to purchase my favorite sport 
player or team-related apparel .936    
I will purchase my favorite sport player or 
team-related merchandise .964    
I will wear my favorite sport player or 
team-related paraphernalia, even when I 
am not attending a game .853    
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Table 3.8 Correlations among Behavioral Intentions Factors in the First Pilot Study 
 1 2 3 4 
1. Football game attendance .924
1 
   
2. Word of Mouth .579 .914
1 
  
3. Football related places to visit .102 .344 .879
1 
 
4. Merchandise consumption .436 .622 .534 .906
1 
Note: 
1
Square root of AVE
 
 
Questionnaires for the second pilot study and the main study were modified from 
the first pilot test questionnaire. Data collection for the second pilot study was performed 
at the Clemson home football game playing against South Carolina State University. 162 
responses were collected for the second pilot test, and seven responses which were not 
more than 50 percent completed were excluded. Out of 155 respondents, males consisted 
of 55.5% and females composed of 44.5% of the sample. The average age was 39.68, and 
67.1% of respondents were married.    
For assessing the measurement model, confirmatory factor analysis was 
conducted for the nostalgia construct. Table 3.9 shows factor loading, Cronbach’s alpha 
coefficient, Rho coefficient, and AVE value for initial CFA for the nostalgia construct.  
The model achieved acceptable fit for the data (𝑥2 (𝑑𝑓) = 584.417 (390), RMSEA = 
.057, NNFI = .902, CFI = .913). The Cronbach’s alpha values (.843 to .964) and Rho 
coefficient values (.889 to .963) of five nostalgia factors were larger than .70.  The AVE 
values for five nostalgia factors were also greater than cutoff criterion (.50), with the 
lowest of .656 for nostalgia as fan identity and the highest of .745 for nostalgia as group 
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identity, indicating good convergent validity. To measure discriminant validity, AVEs of 
factors and correlations between each factor were compared. Table 3.10 shows 
correlations between five factors of nostalgia. The results indicated that squared 
correlations between nostalgia as socialization and nostalgia as group identity (𝛾2=.666) 
was larger than AVE value for nostalgia as socialization (AVE = .657).  Thus, this study 
needs to reexamine discriminant validity for two factors in the main study. 
The measurement model for leisure attitude had good fit for the data (𝑥2 (𝑑𝑓)= 
306.035 (223), RMSEA = .049, NNFI = .948, CFI = .954). Cronbach’s alpha values 
ranged from .855 for cognitive attitude to .950 for affective attitude, Rho coefficient 
values were acceptable, ranging from .863 for cognitive attitude to .954 for affective 
attitude, and the AVE values ranged from 0.567 for cognitive attitude to 0.701 for 
affective attitude, indicating good reliability and convergent validity (Table 3.11). 
Further, the AVE scores of each factor were greater than squared correlations between all 
pairs of factors, providing evidence for discriminant validity.  Table 3.12 displays 
correlations between three factors of attitude.  
 Table 3.13 shows factor loading, Cronbach’s alpha coefficient, Rho coefficient, 
and AVE value for initial CFA for the behavioral intentions. The measurement model for 
behavioral intentions presented good fit (𝑥2 (𝑑𝑓)= 117.376 (69), RMSEA = .067, NNFI 
= .941, CFI = .955). Cronbach’s alpha coefficient values were acceptable, ranging 
from .894 for word of mouth to .955 for merchandise consumption. Rho coefficient 
values for behavioral intentions ranged from .885 for football related places to .953 for 
merchandise consumption, and the AVE scores ranged from .664 for football related 
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places to .835 for merchandise consumption. It means that there are internal consistency 
and convergent validity. The AVE scores of each factor were greater than squared 
correlations between all pairs of factors, providing evidence for discriminant validity 
(Table 3.14). 
In summary, this study conducted two pilot tests. From the results of the first pilot 
test, this study found thirty items for nostalgia, twenty three items for attitude and 
fourteen items for behavioral intentions. All constructs showed acceptable reliability and 
validity. In the second pilot study, all constructs presented good reliability and validity, 
except the nostalgia scale. The nostalgia scale indicated good reliability and convergent 
validity, but did not provide the evidence for discriminant validity. However, the sample 
size of the second pilot study was relatively small. Therefore, in main study, discriminant 
validity of the nostalgia scale was reexamined with a large sample. 
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Table 3.9 Summary Results for Measurement Model of Nostalgia in the Second Pilot 
Study 
Factors and items 
My pleasant feelings for the past are evoked by 
________. λ α Rho AVE 
Nostalgia as Sport Team   .928 .923 .706 
(NST 01) remembering my favorite athletes .860    
(NST 02) my favorite team from the past .775    
(NST 03) a particular player with a good 
reputation 
.920    
(NST 04) a particular coach with a good 
reputation 
.855    
(NST 05) a particular team with a good 
reputation 
.783    
Nostalgia as Environment  .890 .889 .669 
(NE 01) the music played at the sport venue .703    
(NE 02) the appearance of the sport venue .863    
(NE 03) the size of the sport venue .876    
(NE 04) the design of the sport venue .818    
Nostalgia as Socialization  .897 .905 .657 
(NS 01) positive memories shared with 
others at previous sports event 
.723    
(NS 02) memories of building friendships 
with others at previous sports events 
.894    
(NS 03) memories of socializing with others 
at previous sports events 
.920    
(NS 05) memories of dining out together 
with other attendees before/after Clemson 
home football game 
.725    
(NS 06) memories of making friends 
through sport events 
.769    
Nostalgia as Fan identity  .843 .926 .656 
(NFI 01) identifying myself as a sport fan  .888    
(NFI 02) how important I am to the team or  
players as a sport fan 
.739    
(NFI 03) feelings of being a sport fan  .887    
(NFI 04) a sense of accomplishment as a  
sport fan 
.877    
(NFI 05) pride of being a sport fan  .917    
(NFI 06) a feeling of satisfaction as a sport  
fan  
.295    
(NFI 07) positive feelings about myself as a 
sport fan  
.881    
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Nostalgia as Group identity  .964 .963 .745 
(NGI 01) experiences of group bonding at  
past sporting event 
.784    
(NGI 02) the fact that a particular sport  
team or player has enhanced a community’s 
reputation 
.860    
(NGI 03) unique characteristics of my sport 
event social group in comparison to sport 
event social groups from the past 
.918    
(NGI 04) the traditions of my group while  
attending a sporting event 
.913    
(NGI 05) memories of being accepted as a  
member of my group at past sporting event 
.843    
(NGI 06) pride of being a part of my group 
at past sporting event 
.873    
(NGI 07) group rituals at past sporting event .830    
(NGI 08) behavior my group expected at  
past sporting event 
.870    
(NGI 09) shared memories which affect my 
group identity 
.867    
 
Table 3.10 Correlations among Nostalgia Factors in the Second Pilot Study 
 1 2 3 4 5 
1. Nostalgia as Sport Team .840
1 
    
1. 2. Nostalgia as Environment .694 .8181    
2. 3. Nostalgia as Socialization .691 .780 .8111   
3. 4. Nostalgia as Fan Identity .751 .693 .721 .8101  
4. 5. Nostalgia as Group Identity .751 .713 .816 .801 .8631 
Note: 
1
Square root of AVE
 
 
Table 3.11 Summary Results for Measurement Model of Leisure Attitude in the Second 
Pilot Study 
 
Factors and items λ α Rho AVE 
Cognitive Attitude  .855 .863 .567 
(CA 01) Attending a sporting event helps 
individuals to relax 
.819    
(CA 02) Attending a sporting event 
contributes to one’s health 
.699    
(CA 03) Attending a sporting event helps to 
renew one’s energy 
.869    
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(CA 04) Attending a sporting event can be a 
means for self-improvement 
.834    
(CA 05) Attending a sporting event 
increases one’s work productivity 
.475    
Affective Attitude  .950 .954 .701 
(AA 01) When I am at a sporting event, time 
flies 
.694    
(AA 02) Attending a sporting event gives 
me pleasure 
.898    
(AA 03) I value attending a sporting event .935    
(AA 04) I can be myself at a sporting event .652    
(AA 05) I feel that attending a sporting 
event is good for me 
.899    
(AA 06) Attending a sporting event is 
refreshing 
.803    
(AA 07) I feel that the time I spend at a 
sporting event is not wasted 
.858    
(AA 08) I like attending a sporting event .735    
(AA 09) Attending a sporting event provides 
me with pleasant experiences 
.798    
Behavioral Attitude  .939 .942 .643 
(BA 01) I buy goods and equipment to use 
in a sporting event as my income allows 
.709    
(BA 02) I spend considerable time and  
effort to be more competent in a sporting  
event 
.821    
(BA 03) Given a choice I would live in an  
environment or city which provides better  
opportunities for attending a sporting  
event 
.721    
(BA 04) I attend a sporting event even  
when they have not been planned 
.718    
(BA 05) I would attend a seminar or a  
class to be able to attend a sporting event  
better 
.831    
(BA 06) I support the idea of increasing  
my free time to engage in a sporting event 
.894    
(BA 07) I engage in a sporting event even 
when I am busy 
.811    
(BA 08) I would spend time in education  
and preparation for a sporting event 
.844    
(BA 09) I give attending a sporting event  
high priority among other activities 
.846    
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Table 3.12 Correlations among Leisure Attitude Factors in the Second Pilot Study 
 1 2 3 
1. Cognitive  .753
1 
  
2. Affective .607  .837
1 
 
3. Behavioral .719 .759 .801
1 
Note: 
1
Square root of AVE
 
 
Table 3.13 Summary Results for Measurement Model of Behavioral Intentions in the 
Second Pilot Study 
 
Factors and items λ α Rho AVE 
Football game attendance  .929 .926 .807 
(FGA 01) The probability that I will attend 
one or more sporting events is high 
.888    
(FGA 02) I plan to attend one or more 
sporting events 
.899    
(FGA 03) I intend to attend one or more 
sporting events 
.908    
Word of mouth  .894 .909 .769 
(WOM 01) I am likely to say positive 
things to others regarding attending my 
most memorable sporting event 
.854    
(WOM 02) I am likely to encourage 
friends and relatives to attend my most 
memorable sporting event 
.928    
(WOM 03) I will recommend attending 
my most memorable sporting event to 
other people 
.847    
Football related places to visit  .900 .885 .664 
(FRP 01) I intend to participate in sport 
themed cruises 
.891    
(FRP 02) I intend to participate in sport 
fantasy camps 
.965    
(FRP 03) I intend to visit sports museums .647    
(FRP 04) I intend to visit sports “halls of 
fame” 
.716    
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Merchandise consumption .955 .953 .835 
(MC 01) I will collect my favorite sport 
player or team-related merchandise 
.895    
(MC 02) I am likely to purchase my 
favorite sport player or team-related 
apparel 
.948    
(MC 03) I will purchase my favorite sport 
player or team-related merchandise 
.923    
(MC 04) I will wear my favorite sport 
player or team-related paraphernalia, even 
when I am not attending a game 
.887    
 
 
 
Table 3.14 Correlations among Behavioral Intentions Factors in the Second Pilot Study 
 1 2 3 4 
1. Football game attendance .898
1 
   
2. Word of Mouth .336 .877
1 
  
3. Football related places to visit .792 .404 .815
1 
 
4. Merchandise consumption .666 .477 .803 .914
1 
Note: 
1
Square root of AVE 
 
Main Study 
Data analysis for the main study was broadly classified into two sections: 
measurement model (confirmatory factor analysis) and structural model (structural 
equation modeling). Before performing two main data analyses, data screening processes 
were conducted to get rid of extreme outliers based on mahalanobis distance and treat 
missing values using expectation maximization (EM) algorithm. In addition, normality is 
also evaluated by identifying z-score of skewness and kurtosis using SPSS 18.0. This 
study also examined multivariate normality using Mardia’s (1985) multivariate kurtosis 
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coefficients. If the normality of distribution was violated in the research, Satorra-Bentler 
scaled statistic (S-B 𝑥2) (Satorra & Bentler, 1994) and robust standard errors (Bentler & 
Dijkstra, 1985) are used to interpret the results of analyses, which are useful to correct 
non-normality in large samples (Bentler, 2005).   
 
Measurement Model 
In main data analyses, first, confirmatory factory analysis was conducted on 
twelve constructs using EQS 6.2 to assess each measurement model. In this study, two 
different confirmatory analyses were performed to explain group effects: single-level 
CFA and multilevel CFA. The single-level CFA cannot explore the effects of group, so 
that multilevel CFA should be conducted to understand group effects. For example, most 
people attend Clemson home football games with their family, friends, or someone close 
to them. In this case, individuals who are in the same group are apt to have common 
characteristics or experience, and diverse characteristics of groups differently affect the 
responses of individuals within groups. Allua (2007) noted that dependencies of data 
should be considered to avoid incorrect results which are drawn from the results of an 
inflated model chi-square statistic, standard errors, and parameters biases. Moreover, 
multilevel data structures should be modeled using hierarchical covariance modeling to 
prevent incorrect interpretations which are from biased results (Julian, 2001; Raudenbush 
& Bryk, 2002, Snijders & Bosker, 1994). To avoid the biases, this study performed 
multilevel CFA by considering differences among groups and differences among 
Clemson home football game attendees. In other words, there are two observed variables, 
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including travel group and individual observation. Here is the example of multilevel 
CFA, described as 
𝜂𝑔𝑖 =  𝛼 + 𝜂𝐵𝑔 + 𝜂𝑊𝑖 
 
𝜂𝑔𝑖 is the latent factor, 𝛼 is the vector of intercepts or overall expectation, 𝜂𝐵𝑔 is a 
random factor that models group effects, and 𝜂𝑊𝑖 is a random factor that varies over 
individuals within groups (Muthén, 1994).  
After analyzing single-level CFA, an Intra-class Correlation Coefficient (ICC) 
was examined to identify whether multilevel CFA is necessary or not. The ICC is the 
ratio of the between group variance to total variance, presented in equation format below 
(Muthén, 1989, 1991). Muthén (1997) stated that multilevel analysis is required if the 
ICC values are larger than 0.1. In addition, Preacher, Zhang, and Zyphur (2011) noted 
that the ICC value of .05 is small, the ICC value of .10 is medium, and the ICC value 
of .20 is large.  
       
𝐼𝐶𝐶 =
𝜎𝐵
2
 𝜎𝐵
2 +  𝜎𝑊
2  
Where:  
𝜎𝐵
2 = between group variance 
𝜎𝑊
2  = within group variance 
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The CFA for model estimation was performed using EQS 6.2 with robust 
maximum likelihood estimation. Absolute fit and comparative fit indices were used to 
evaluate goodness of fit. First, for the absolute fit, chi-square (𝑥2) statistic was assessed 
to investigate overall fit. If the 𝑥2 statistic fails to reject null hypothesis (p>0.05), it can 
be considered the observed and expected model are the same. However, 𝑥2 statistic is 
sensitive and influenced by sample size. Kenny (2014) notes that larger than 400 samples 
almost always present statistically significant result of 𝑥2 statistic in general. Therefore, 
this study used the root-mean-square error of approximation (RMSEA), and standardized 
root mean squared residual (SRMR). The good fit of the RMSEA value is less than 0.06 
(Hu & Bentler, 1999), and Browne and Cudeck (1992) suggest that the RMSEA values of 
less than 0.08 can be considered as reasonable fit. In addition, the SRMR values of less 
than 0.08 mean good fit (Hu & Bentler). Second, for the comparative fit indices, non-
normed fit indices (NNFI) and comparative fit index (CFI) were used. The NNFI and CFI 
values should be greater than 0.9, which indicate acceptable fit (Marsh & Hau, 1996).   
This study performed validity and reliability tests for both single-level and 
multilevel CFAs. More specifically, for the validity test, construct (convergent and 
discriminant) validity and criterion validity were evaluated. Churchill and Iacobucci 
(2002) mentioned that convergent validity is defined as “confirmation of the existence of 
a construct determined by the correlations exhibited by independent measures of the 
construct” (p. 973). This study used AVE values and each indicator’s coefficient on each 
construct to test convergent validity. Next, discriminant validity is defined as “criterion 
imposed on a measure of a construct requiring that it not correlate too highly with 
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measures from which it is supposed to differ” (Churchill & Iacobucci, 2002, p. 974). In 
this study, the squared correlations among each factor and AVEs of each construct were 
employed to test discriminant validity. Third, criterion validity is explained by relations 
between predictors and external variables. In this study, the relationship between five 
scales of nostalgia and seven external variables were assessed using Pearson’s r statistic.  
 
Structural model 
 Based on the results of CFAs, this study examined the relationship among 
nostalgia, attitude, and behavioral intentions using EQS 6.2. First, nostalgia has five 
constructs: nostalgia as sport team, nostalgia as environment, nostalgia as socialization, 
nostalgia as fan identity, and nostalgia as group identity. Second, attitude includes three 
constructs: cognitive, affective, and behavioral. Lastly, behavioral intentions contains 
four constructs, including football game attendance, word of mouth, football related 
places to visit, and merchandise consumption. The multilevel modeling was used to 
analyze the relationships among constructs using EQS 6.2, since multilevel regression 
models only explain the relationships between factors by considering nested nature. 
Farmer (2002) also explained that the multilevel regression models cannot be employed 
to examine structural equation models or covariance structures. For the reason, this study 
uses multilevel structural equation modeling to analyze the suggested conceptual model. 
In this study, level one (individual) and level two (group) models were tested, and the 
example of multilevel structural model equations are below.  
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ν𝑔𝑖 =  ν + 𝛬𝐵𝜂𝐵𝑔 + 𝜀𝐵𝑔 + 𝛬𝑊𝜂𝑊𝑔𝑖 + 𝜀𝑊𝑔𝑖 
  𝜂𝐵𝑔 =  𝛼𝑔 + 𝐵𝐵𝜂𝐵𝑔 + 𝜁𝐵𝑔 
  𝜂𝑊𝑔𝑖 =  𝐵𝑊𝜂𝑊𝑔𝑖 + 𝜁𝑊𝑔𝑖 
 
 Each subscript g and i was used for group and individual observations 
respectively. In above equations, ν𝑔𝑖 is vector of observed variables, ν is vector of 
intercepts, 𝛬𝐵 and 𝛬𝑊 are vectors of factor loadings, 𝜂𝐵𝑔 is random factor that part of 
group effects, 𝜂𝑊𝑔𝑖 is random factor varying randomly over individuals in groups, 𝜀𝐵𝑔 
and 𝜀𝑊𝑔𝑖 are vectors of residuals as unique between- and within-level effects 
respectively, 𝛼𝑔 can be considered the intercept of 𝜂𝐵𝑔 (mean factor score across all 
groups), 𝜁𝐵𝑔 is random variance of the factor in between group level, and 𝜁𝑊𝑔𝑖 is random 
variance in the factor at the within-group level (Muthén, 1994).  
This study analyzes a multilevel mediation structural equation model. In the 
structural model of this study, the attitude construct mediates the relationship between 
nostalgia (predictor) and behavioral intentions (dependent variable). Further, the 
relationships among constructs were proved based on theoretical background in the 
previous chapter. Mackinnon, Fairchild, and Fritz (2007) defined that “a mediator is a 
variable that is in a causal sequence between two variables” (p. 595). In addition, Muller, 
Judd, and Yzerbyt (2005) mentioned that “mediational analyses attempt to identify the 
intermediary process that leads from the manipulated independent variable to the 
outcome or dependent variable” (p. 852). The mediation effect is the same with indirect 
effect, and the path is that an independent variable leads to a mediator through a 
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dependent variable. The sobel test, a normal theory approach, was used to test for 
mediation.  
The multilevel analysis shows two results and simultaneously estimates at both 
levels: level 1 (individual) and level 2 (group). Level-1 effects involve individual 
differences relative to group means, and level-2 effects are explained based on variation 
in the group means. Estimates of error are based on variation of individuals within groups 
at Level 1 and variation between groups at Level 2. However, if hierarchically structured 
data is analyzed using single-level analysis, parameter estimates (regression coefficients 
and standard errors) are biased, confounding individual differences with group 
differences. Therefore, the hierarchically structured data should be analyzed using 
multilevel analysis and separately interpret level 1 and level 2 effects in order to avoid 
biased estimates for the slopes and standard errors. In the main study, both single-level 
and multilevel analyses were conducted to present the differences between those results. 
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CHAPTER FOUR 
RESULTS 
 
This chapter describes the findings of statistical analyses of this study. The results 
are consisted of four sections: descriptive statistics, CFAs (single-level and multilevel), 
structural equation model (single-level and multilevel), and validity and reliability tests 
for CFAs and SEMs.  
 
Characteristics of Sample Data and Data Screening 
This study collected 985 responses at five Clemson home football games. The 
research team members asked individuals who participated in Clemson home football 
event, and total response rate was 84.7%.  In addition, this study has collected data from 
451 groups. Since it is hard for one respondent to represent one group, the research team 
members were likely to collect the data from more than one person in a group. As a 
result, the number of groups which are represented by more than one persons is 362, and 
89 groups are represented by one person each.  
Out of 985 collected questionnaires, 71 questionnaires which were not completed 
more than 50% were not employed to analyze the data, and two responses that were 
extreme outliers found from the results of mahalanobis distance analysis were excluded 
from this study. In addition, this study examined multivariate normality using Mardia’s 
(1985) multivariate kurtosis coefficients through EQS 6.2. The remaining 912 
questionnaires were examined to test research models (Table 4.1). According to the 
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results of normality test, z-scores of fifty six variables out of sixty seven exceed cutoff 
value of ±2.58. Hair et al. (1998) suggested that when z-scores of variables were included 
in the range of ±2.58, it can be considered that variables are normally distributed 
significantly at p < 0.01. Based on the normality test, the data is not normally distributed, 
so that Satorra-Bentler scaled statistic (S-B 𝑥2) (Satorra & Bentler, 1994) and robust 
standard errors (Bentler & Dijkstra, 1985) are employed to interpret the results of  
Structural Equation Models analyses. 
 
Table 4.1 Result of Data Collection 
Date and Time Attendance 
Game 
Result 
Opponent 
Parking 
Area 
N Total 
September 28
th
 
3:30 p.m. 
(Day Game) 
81,174 
56 – 7 
 (W) 
Wake Forest 
University 
(Homecoming) 
IPTAY 125 
187 
GP 62 
October 12
th
 
3:30 p.m. 
(Day Game) 
81,233 
24 - 14 
(W) 
Boston College 
(Hall of Fame Day) 
IPTAY 198 
226 
GP 28 
October 19
th
 
8:00 p.m. 
(Night Game) 
84,277 
14 - 51 
(L) 
Florida State 
University 
(IPTAY Day) 
IPTAY 121 
213 
GP 92 
November 14
th
 
7:30 p.m. 
(Night Game) 
76,937 
55 - 31 
(W) 
Georgia Institute of 
Technology 
IPTAY 124 
193 
GP 69 
November 23
rd
 
12:00 p.m. 
(Day Game) 
82,930 
52 – 6 
 (W) 
The Citadel 
(Senior Day/ 
Military 
Appreciation Day) 
IPTAY 118 
166 
GP 48 
Total  406,551     985 
Note. IPTAY: membership parking, GP: general parking 
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Descriptive Statistics 
Table 4.1 showed that there are diverse days that dedicated Clemson home 
football games to different members of Clemson University. More specifically, 
homecoming features many activities that encourage alumni to return to Clemson. It is a 
way to reunite the alumni and enhance school spirit. Clemson University introduces 
alumni what has happened on campus since their last visit. Hall of Fame Day is to honor 
former athletes’ accomplishment, and selected athletes’ pictures are displayed in the 
stadium for future generations. IPTAY Day is to recognize what IPTAY has done to 
develop Clemson University; IPTAY is the abbreviation of “I Pay Ten A Year.” The day 
is to honor and show appreciation to the leadership and donors of IPTAY. Senior day is 
for senior football players who are playing in their last home game. Lastly, at one time, 
Clemson University was a military school, and military appreciation day is saved to 
commemorate those who have served in the military from Clemson and surrounding 
areas. During 2013 football season, Clemson University had seven home games. For the 
main study, this study collected data from five Clemson home football games among the 
seven. There were three day games and two night games, and the average number of 
attendance of the five games was 81,310. The Clemson football team won all the home 
games, except the game against Florida State University (Kallin, 2014). 
Out of 912 respondents, males comprised 55.3% and females 44.3% of the sample 
(Table 4.2). As Table 4.3 indicates, age was reported as categorical variable. The original 
questionnaire asked people to fill out their age as an open-ended question. Based on the 
results of frequency analysis, age variable was recoded into the categorical variable, 18 to 
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22 (14.5%), 23 to 29 (25.2%), 30 to 39 (16.8%), 40 to 49 (15.0%), 50 to 59 (16.2%), 60 
to 69 (9.1%) and 70 and over (2.0%). The first category, 18-22, is developed, since the 
mean of student age is 21.91 and more than 75 % of students are included in the range 
from 18 to 22. The average age of total sample was 38.36. As for marital status (Table 
4.4), married (57.5%) reported the highest followed by single, never married (34.2%), 
separated/divorced (5.8%), and widowed (1.6%). 59.4% of the respondents had a four-
year university degree, with 15.8% of respondents having a master’s degree and 3.8% of 
respondents having a doctorate degree (Table 4.5). The highest category of household 
income was over $ 150,000 (18.1%), and 60.1% of respondents answered that their 
household income was $60,000 or higher, as shown in Table 4.6.  
 
Table 4.2 Frequency Distribution of Clemson Home Football Event Attendees by Gender 
Gender N Percent 
Female 404 44.3 
Male 504 55.3 
No response 4 .4 
Total 912 100.0 
 
Table 4.3 Frequency Distribution of Clemson Home Football Event Attendees by Age 
Age N Percent 
18-22 132 14.5 
23-29 230 25.2 
30-39 153 16.8 
40-49 137 15.0 
50-59 148 16.2 
60-69 83 9.1 
70 and above 18 2.0 
No response 11 1.2 
Total 912 100.0 
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Table 4.4 Frequency Distribution of Clemson Home Football Event Attendees by Marital 
Status 
 
Marital Status N Percent 
Single, never married 312 34.2 
Married 524 57.5 
Separated/divorced 53 5.8 
Widowed 15 1.6 
No response 8 .9 
Total 912 100.0 
 
 
Table 4.5 Frequency Distribution of Clemson Home Football Event Attendees by the 
Highest Education Level 
 
Education Level N Percent 
High school graduate 200 21.9 
Community College 
graduate (associated degree) 
152 16.7 
University graduate  
(four-year degree) 
363 39.8 
Master Degree 144 15.8 
Doctorate Degree 34 3.8 
Other 7 .8 
No response 12 1.2 
Total 912 100.0 
 
Table 4.6 Frequency Distribution of Clemson Home Football Event Attendees by 
household income 
 
Income N Percent 
Under $20,000 74 8.1 
$20,000 to $39,999 111 12.2 
$40,000 to $59,999 112 12.3 
$60,000 to $79,999 121 13.3 
$80,000 to $ 99,999 117 12.8 
$100,000 to $149,999 145 15.9 
Over $150,000 165 18.1 
No response 67 7.3 
Total 912 100.0 
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Parking areas are classified into two areas: IPTAY parking and general areas. 
More specifically, there are seven sections of IPTAY parking areas, including north A, 
north B, south A, south B, west A, west B and west C. In addition, data were also 
collected at five general parking areas, shown as figure 3.3. Data which were gathered at 
general parking areas (N = 238) are relatively small compared to IPTAY parking areas (N 
= 674), since not many people tailgate at general parking areas (Table 4.7). Season ticket 
holders were 46.5% and non-season ticket holders were 53.3% (Table 4.8). Among 
season ticket holders, respondents who purchased season tickets from one to five years 
were 33.3% , and 42.1% of respondents bought season tickets eleven years and more. 
(Table 4.9).  According to Table 4.9, 93.3% of respondents were Clemson football fans, 
4.3% of respondents were opposing team fans, and 2.4% of respondents did not have 
support either team (Table 4.10). Most respondents (89.0%) had tickets to watch the 
Clemson football games at Memorial Stadium (Table 4. 11). 93.0% of respondents had 
willingness to physically enter the stadium, and 7.0% of respondents answered they will 
not enter the stadium on game day (Table 4.12).  
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Table 4.7 Frequency Distribution of Parking Areas 
Parking Areas N Percent 
North A 115 12.6 
North B 68 7.5 
South A 92 10.1 
South B 63 6.9 
West A 91 10.0 
West B 125 13.7 
West C 120 13.2 
GP 1 43 4.7 
GP 2 41 4.5 
GP 3 43 4.7 
GP 4 57 6.3 
GP 5 54 5.9 
Total 912 100.0 
 
Table 4.8 Frequency Distribution of Clemson Home Football Event Attendees by Season 
Ticket Holder/Non-Season Ticket Holder 
 
 N Percent 
Season ticket holder 424 46.5 
Non-season ticket holder 488 53.5 
Total 912 100.0 
 
Table 4.9 Frequency Distribution of Season Ticket Holder by Period (n = 424) 
Year N Percent 
1-5 141 33.3 
6-10 96 22.7 
11-15 32 7.6 
16-20 29 6.7 
21-25 19 4.5 
26-30 32 7.6 
31-35 27 6.3 
36 -40 20 4.7 
41 or more 20 4.7 
No response 8 1.9 
Total 424 100.0 
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Table 4.10 Frequency Distribution of Clemson Home Football Event Attendees by 
Support Team 
 
Team N Percent 
Clemson fan 851 93.3 
Opposing team fan 39 4.3 
No support team 22 2.4 
Total 912 100.0 
 
Table 4.11 Frequency Distribution of Having a Ticket on Clemson Home Football Game 
Day 
 
Having ticket N Percent 
Yes 812 89.0 
No  97 10.7 
No response 3 .3 
Total 912 100.0 
 
Table 4.12 Frequency Distribution of Willingness to enter the Stadium on Clemson 
Home Football Game Day 
 
 N Percent 
Yes 848 93.0 
No  64 7.0 
Total 912 100.0 
 
 Most attendees participated in Clemson home football events as a group, such as 
family (28.8%), friends (21.5%), family and friends (47.1%), and club/organization (1.3). 
Only 1.2% of respondents attended alone (Table 4.13). In addition, the most highly 
reported party size was five to eight (35%), and the average party size was 11.26 (Table 
4.14). Respondents answered that 72 .0% of people spent more than thirty minutes to 
attend Clemson home football events, and 51.4% of respondents reside more than sixty 
minutes away from Memorial Stadium (Table 4.15). More specifically, participants were 
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classified into three types: students (11.3%), residents of Pickens Oconee, or Anderson 
County, near Clemson (19.1%), and non-residents of near Clemson (69.6%) (Table 4.16). 
Except students and residents of near Clemson, the largest portion of respondents reside 
in South Carolina (74.3%) followed by Georgia (9.9%), North Carolina (7.6%), and other 
states (8.2%) (Table 4.17). Only 4.6% of residents of near Clemson were overnight 
visitors (Table 4.18), whereas 51.2% of non-residents of near Clemson reported staying 
more than two days with the average length of stay of 1.93 days (Table 4.19). The 
residents of near Clemson stayed at hotel/motel (37.5%), friends/relatives (25.0%), and 
RV/camper (37.5%), as shown in Table 4.20. The largest number of overnight visitors 
from outside of the Clemson area stays with friends/relatives (40.6%), and other 
accommodations were employed, including hotel/motel (39.7%), RV/camper (5.5%), 
own a house near Clemson (5.3%), and condo (3.7%) (Table 4.21).  Table 4.22 and Table 
4.23 were used in the comparison of past experience between residents and non-residents 
of near Clemson. According to the results, two groups present almost the same ratio in 
regards to attending years and trip frequency at Clemson home football games. 38.0% of 
residents of near Clemson and 37.7% of visitors have attended Clemson home football 
games for more than 20 years, and 35.1% of near Clemson area residents and 30.3% of 
visitors have taken a trip to Clemson more than 50 times during the past two years. 
However, there is a difference in the frequency of attending Clemson home football 
games. 46.0% of people who live near Clemson attended more than twelve Clemson 
home football games during the past two years, whereas visitors indicate 27.5%. 
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Table 4.13 Frequency Distribution of Clemson Home Football Event Attendees by Type 
of Group  
 
Type of group N Percent 
Family 236 28.8 
Friends 196 21.5 
Alone 11 1.2 
Family and Friends together 430 47.1 
Club/Organization 12 1.3 
Total 912 100.0 
 
Table 4.14 Frequency Distribution of Clemson Home Football Event Attendees by the 
Number of Group Members 
 
Number of group member N Percent 
1-4 309 34.0 
5-8 319 35.0 
9-12 147 16.1 
13-16 40 4.5 
17-20 53 5.8 
21-24 9 0.9 
25-28 3 0.3 
29-32 29 3.1 
No response 3 .3 
Total 912 100.0 
 
Table 4.15 Frequency Distribution of Time taken to arrive at Memorial Stadium 
Minutes N Percent 
0-30 255 28.0 
31-60 188 20.6 
61-90 74 8.1 
91-120 76 8.4 
121-150 82 8.9 
151-180 47 5.2 
181-210 42 4.6 
211-240 68 7.5 
241-270 24 2.6 
271-300 16 1.8 
301 or more 40 4.3 
Total 912 100.0 
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Table 4.16 Frequency Distribution of Students, Residents, and Non-Residents  
 N Percent 
Student 103 11.3 
Resident  174 19.1 
Non-resident  635 69.6 
Total 912 100.0 
Note. Residents: People who reside in Pickens, Oconee, or Anderson County; Non-
residents: People who do not reside in Pickens, Oconee, or Anderson County 
 
Table 4.17 Frequency Distribution of Non-Residents by Residency (n = 635) 
 N Percent 
South Carolina 472 74.3 
Georgia 63 9.9 
North Carolina 48 7.6 
Other States 52 8.2 
Total 635 100.0 
Note. Non-residents: People who do not reside in Pickens, Oconee, or Anderson County; 
Other Statas: AL, CA, CT, FL, HI, IL, IN, MA, MD, NJ, OH, PA, TN, TX, VA, WV, 
Demark 
 
Table 4.18 Frequency Distribution of Residents by Length of Stay (n = 174) 
Day N Percent 
1 (One day trip) 165 94.8 
2 5 2.9 
3 1 .6 
4 2 1.1 
No response 1 .6 
Total 174 100.0 
Note. Residents: People who reside in Pickens, Oconee, or Anderson County 
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Table 4.19 Frequency Distribution of Non-Residents by Length of Stay (n = 635) 
Day N Percent 
1 (One day trip) 306 48.2 
2 177 27.9 
3 96 15.1 
4 33 5.2 
5 10 1.6 
7 3 .5 
8 1 .15 
9 1 .15 
10 or more 4 .6 
No response 4 .6 
Total 635 100.0 
Note. Non-residents: People who do not reside in Pickens, Oconee, or Anderson County 
 
Table 4.20 Frequency Distribution of Overnight Residents by Accommodation (n = 8) 
Accommodation N Percent 
Hotel /Motel 3 37.5 
Friends/relatives 2 25.0 
RV/camper 3 37.5 
Total 8 100.0 
Note. Residents: People who reside in Pickens, Oconee, or Anderson County 
 
Table 4.21 Frequency Distribution of Overnight Non-Residents by Accommodation (n = 
325) 
 
Accommodation N Percent 
Hotel /Motel 129 39.7 
Condo 12 3.7 
Friends/relatives 132 40.6 
Own a house near Clemson 17 5.3 
Campground 3 .9 
RV/camper 18 5.5 
Other 13 4.0 
No response 1 .3 
Total 325 100.0 
Note. Non-residents: People who do not reside in Pickens, Oconee, or Anderson County 
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Table 4.22 Frequency Distribution of Residents by Past Experience (n = 174) 
Past experience  N Percent 
Including this year, how many 
years have you been attending 
Clemson home football games? 
Less than 5 years 30 17.2 
6-10 years 38 21.8 
11-15 years 17 9.8 
16-20 years 23 13.2 
21-25 years 9 5.2 
26-30 years 19 10.9 
31-35 years 9 5.2 
36-40 years 16 9.2 
More than 40 years 13 7.5 
Total  174 100.0 
Including this game, how many 
times have you attended 
Clemson home football games 
during the past two years? 
(There are seven Clemson 
home games every year) 
Less than 4 games 26 14.9 
5-8 games 25 14.4 
9-12 games 43 24.7 
13-16 games 73 42.0 
17-20 games 6 3.4 
21 games 1 .6 
Total  174 100.0 
Including this trip, how many 
times have you taken a trip that 
included visiting Clemson 
during the past two years? 
Less than 10 times 43 24.7 
11-20 times 21 12.1 
21-30 times 19 10.9 
31-40 times 6 3.4 
41-50 times 17 9.8 
51-60 times 7 4.0 
61-70 times 11 6.3 
71-80 times 1 .6 
81-90 times 1 .6 
91-100 times 16 9.2 
More than 101 times 25 14.4 
No response 7 4.0 
Total  174 100.0 
Note. Residents: People who reside in Pickens, Oconee, or Anderson County 
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Table 4.23 Frequency Distribution of Non-Residents by Past Experience (n = 635) 
Past experience  N Percent 
Including this year, how many 
years have you been attending 
Clemson home football games? 
Less than 5 years 166 26.1 
6-10 years 122 19.2 
11-15 years 48 7.6 
16-20 years 58 9.1 
21-25 years 54 8.5 
26-30 years 53 8.3 
31-35 years 44 6.9 
36-40 years 36 5.7 
More than 40 years 53 8.3 
 No response 1 .2 
Total  635 100.0 
Including this game, how many 
times have you attended 
Clemson home football games 
during the past two years? 
(There are seven Clemson 
home games every year) 
Less than 4 games 200 31.5 
5-8 games 115 18.1 
9-12 games 143 22.5 
13-16 games 148 23.3 
17-20 games 21 3.3 
21 games 6 .9 
No response 2 .3 
Total  635 100.0 
Including this trip, how many 
times have you taken a trip that 
included visiting Clemson 
during the past two years?  
Less than 10 times 215 33.9 
11-20 times 83 13.1 
21-30 times 55 8.7 
31-40 times 33 5.2 
41-50 times 50 7.9 
51-60 times 16 2.5 
61-70 times 9 1.4 
71-80 times 7 1.1 
81-90 times 9 1.4 
91-100 times 66 10.4 
More than 101 times 86 13.5 
No response 6 .9 
Total  635 100.0 
Note. Non-residents: People who do not reside in Pickens, Oconee, or Anderson County 
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Measurement Model 
 The collected samples were filtered based on two criteria to provide conceptually 
reasonable research: definition of nostalgia and sport tourism. First, this study defined 
nostalgia as longing for the past with positive memories. In addition, negative present 
feelings are also associated with the concept of nostalgia, since one cannot return to the 
past. Types of experience lead to different degrees of feelings of nostalgia, which is 
changed depending on one’s current or the future status in reverse proportion. To qualify 
under the criteria of nostalgia, individuals should have positive memories for the past. In 
this study, 16 respondents who answered that they did not have any positive memories 
regarding Clemson home football games were not employed in this study.  
Second, Gibson (1998) suggested the definition of sport tourism, as “leisure-based 
travel that takes individuals temporarily outside of their home communities to participate 
in physical activities, to watch physical activities, or to venerate attractions associated 
with physical activities” (p. 49). This study asked respondents to identify their current 
residency.  Answers of the question are classified into three groups: student of Clemson 
University, Resident of Pickens, Oconee, or Anderson County, and neither of them. 
Based on the respondents’ answers, this study only used the data of non-resident of near 
Clemson areas. The benefit of this filtering process is to provide Clemson home football 
events’ impact on the Clemson community by measuring participants’ behavioral 
intentions. Daniels (2002) also mentioned that county is a proper political tool to measure 
economic impact on the host community. The city of Clemson is located in Pickens 
county, but there are high probability that individuals who reside in Oconee or Anderson 
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County consider Clemson as their home community. Finally, the collected data from 
respondents who answered as students of Clemson University and residents of Pickens, 
Oconee, or Anderson County were dropped in the research and 619 responses were used 
for single-level and multilevel confirmatory factor analyses and structural equation 
model. There are totally 319 groups. 134 groups are represented by two persons, 110 
groups are represented by one person, 59 groups are represented by three persons, and 16 
groups are represented by four persons.  
 
Single-Level Confirmatory Factor Analysis 
Twelve factor variances which were fixed 1.0 were respectively added to 
subsequent models to perform CFAs. For the analyses, Lagrange Multiplier (LM) tests 
were utilized to find misfitting parameters of factor loadings (GVF: Gamma coefficient 
from Factor to Variance) and error covariances (PEE: Phi coefficient from error to error) 
and improve model fit.   
First, single-level CFA model was analyzed to compare with multilevel CFA 
model. Rho α coefficient of the total measurement model is .970, indicating good internal 
consistency. However, the results of initial CFA indicate that model fit indices were not 
acceptable (Table 4.24), and one item (NS 05) was deleted from the results because of 
low reliability. In addition, from the results of LM tests, the single-level model can be 
improved by treating error covariances: correlated error terms between FRP 77 and FRP 
78 (intention to visit football related places), AA 08 and AA 09 (affective attitude). AA 
06 and AA 07, NFI 05 and NFI 06 (nostalgia as fan identity), NFI 02 and NFI 04, NGI 03 
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and NGI 04 (nostalgia as group identity), NGI 05 and NGI 06, and NST 01 and NST 02 
(nostalgia as sport team). The modified model provides better model fit indices and the 
𝑥2 value (Table 4.24).  
 
Table 4.24 Initial and Modified Models Fit Indices of Single-level Confirmatory Factor 
Analyses  
Initial model Fit indices 
Value 
𝑥2(𝑑𝑓) RMSEA SRMR CFI NNFI 
1253.795 (395) .059 .058 .898 .888 
Modified  model Fit indices 
Value 
𝑥2(𝑑𝑓) RMSEA SRMR CFI NNFI 
3742.123 (2003) .037 .054 .908 .902 
 
The improved model’s factor loadings, α coefficients, and average extracted 
variances (AVE) are shown in Table 4.25. Cronbach’s alpha values ranged from .846 for 
nostalgia as socialization to .953 for merchandise consumption, and Rho coefficients 
ranged from .859 for cognitive attitude to .961 for merchandise consumption intention, 
indicating good internal consistency for all factors (α>.70). Moreover, the AVE values 
range from .556 for cognitive attitude to .892 for football game attendance intention, 
indicating good convergent validity (AVE>.50). For discriminant validity tests, each 
factor’s squared correlations and AVEs were tested. The correlations between factors are 
reported in Table 4.26.  According to the results, the squared correlations between factors 
are less than corresponding factors’ AVEs in the model, indicating discriminant validity.  
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Table 4.25 Factor Loadings, Reliability Coefficients, and AVEs of Modified Single-
Level Model 
 
Factors and items 
My pleasant feelings for the past are evoked by 
________. λ α Rho AVE 
Nostalgia as Sport Team   .903 .898 .640 
(NST 01) remembering my favorite athletes .784    
(NST 02) my favorite team from the past .713    
(NST 03) a particular player with a good 
reputation 
.884    
(NST 04) a particular coach with a good 
reputation 
.838    
(NST 05) a particular coach with a good 
reputation 
.769    
Nostalgia as Environment  .870 .886 .667 
(NE 01) the music played at the sport venue .548    
(NE 02) the appearance of the sport venue .829    
(NE 03) the size of the sport venue .932    
(NE 04) the design of the sport venue .902    
Nostalgia as Socialization  .846 .869 .630 
(NS 01) positive memories shared with 
others at previous sports event 
.774    
(NS 02) memories of building friendships 
with others at previous sports events 
.855    
(NS 03) memories of socializing with 
others at previous sports events 
.918    
(NS 06) memories of making friends 
through sport events 
.588    
Nostalgia as Fan identity  .927 .928 .649 
(NFI 01) identifying myself as a sport fan  .743    
(NFI 02) how important I am to the team or  
players as a sport fan 
.679    
(NFI 03) feelings of being a sport fan  .839    
(NFI 04) a sense of accomplishment as a  
sport fan 
.832    
(NFI 05) pride of being a sport fan  .867    
(NFI 06) a feeling of satisfaction as a sport 
fan  
.860    
(NFI 07) positive feelings about myself as a
 sport fan  
.800    
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Nostalgia as Group identity .938 .937 .624 
(NGI 01) experiences of group bonding at  
past sporting event 
.792    
(NGI 02) the fact that a particular sport  
team or player has enhanced a community’s 
reputation 
.714    
(NGI 03) unique characteristics of my sport 
event social group in comparison to sport 
event social groups from the past 
.788    
(NGI 04) the traditions of my group while  
attending a sporting event 
.836    
(NGI 05) memories of being accepted as a  
member of my group at past sporting event 
.757    
(NGI 06) pride of being a part of my group 
at past sporting event 
.851    
(NGI 07) group rituals at past sporting  
event 
.830    
(NGI 08) behavior my group expected at  
past sporting event 
.741    
(NGI 09) shared memories which affect my
 group identity 
.789    
Cognitive Attitude  .851 .859 .556 
(CA 01) Attending a sporting event helps 
individuals to relax 
.792    
(CA 02) Attending a sporting event 
contributes to one’s health 
.760    
(CA 03) Attending a sporting event helps to 
renew one’s energy 
.766    
(CA 04) Attending a sporting event can be a 
means for self-improvement 
.848    
(CA 05) Attending a sporting event increases 
one’s work productivity 
.517    
Affective Attitude  .932 .937 .626 
(AA 01) When I am at a sporting event, time 
flies 
.605    
(AA 02) Attending a sporting event gives me 
pleasure 
.877    
(AA 03) I value attending a sporting event .872    
(AA 04) I can be myself at a sporting event .689    
(AA 05) I feel that attending a sporting event 
is good for me 
.841    
(AA 06) Attending a sporting event is 
refreshing 
.789    
(AA 07) I feel that the time I spend at a 
sporting event is not wasted 
.816    
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(AA 08) I like attending a sporting event .803    
(AA 09) Attending a sporting event provides 
me with pleasant experiences 
.789    
Behavioral Attitude  .920 .924 .578 
(BA 01) I buy goods and equipment to use 
in a sporting event as my income allows 
.642    
(BA 02) I spend considerable time and  
effort to be more competent in a sporting  
event 
.813    
(BA 03) Given a choice I would live in an  
environment or city which provides better 
opportunities for attending a sporting event 
.667    
(BA 04) I attend a sporting event even  
when they have not been planned 
.671    
(BA 05) I would attend a seminar or a class 
to be able to attend a sporting event better 
.735    
(BA 06) I support the idea of increasing my 
free time to engage in a sporting event 
.843    
(BA 07) I engage in a sporting event even 
when I am busy 
.795    
(BA 08) I would spend time in education  
and preparation for a sporting event 
.820    
(BA 09) I give attending a sporting event  
high priority among other activities 
.826    
Football game attendance  .961 .961 .892 
(FGA 01) The probability that I will attend 
one or more sporting events is high 
.951    
(FGA 02) I plan to attend one or more 
sporting events 
.944    
(FGA 03) I intend to attend one or more 
sporting events 
.938    
Word of mouth  .910 .911 .774 
(WOM 01) I am likely to say positive 
things to others regarding attending my 
most memorable sporting event 
.858    
(WOM 02) I am likely to encourage friends 
and relatives to attend my most memorable 
sporting event 
.889    
(WOM 03) I will recommend attending my 
most memorable sporting event to other 
people 
.892    
 
 
 
  
 
 
 
 
 
 
 
 
 106 
Football related places to visit .881 .871 .636 
(FRP 01) I intend to participate in sport 
themed cruises 
.917    
(FRP 02) I intend to participate in sport 
fantasy camps 
.932    
(FRP 03) I intend to visit sports museums .645    
(FRP 04) I intend to visit sports “halls of 
fame” 
 
.647 
   
Merchandise consumption  .953 .955 .841 
(MC 01) I will collect my favorite sport 
player or team-related merchandise 
.927    
(MC 02) I am likely to purchase my 
favorite sport player or team-related apparel 
.950    
(MC 03) I will purchase my favorite sport 
player or team-related merchandise 
.952    
(MC 04) I will wear my favorite sport 
player or team-related paraphernalia, even 
when I am not attending a game 
.835    
 
Table 4.26 Correlations among All Constructs in Modified Single-Level Model 
 1 2 3 4 5 6 7 8 9 10 11 12 
1. NST  .800
1 
           
2. NE .646 .8171           
3. NS .481 .459 .7941          
4. NFI .701 .644 .531 .8061         
5. NGI .597 .538 .758 .766 .7901        
6. CA .448 .358 .331 .521 .546 .746
1 
      
7. AA .511 .440 .572 .622 .624 .523 .7911      
8. BA .557 .415 .513 .630 .626 .631 .715 .7601     
9. FGA .430 .311 .512 .512 .508 .335 .662 .580 .9441    
10. FRP .440 .353 .259 .408 .402 .570 .331 .571 .320 .7971   
11. WOM  .479 .333 .513 .568 .548 .401 .736 .656 .780 .356 .8801  
12. MC .438 .350 .365 .488 .457 .407 .578 .697 .564 .477 .651 .9171
 
Note. NST: Nostalgia as Sport Team; NE: Nostalgia as Environment; NS: Nostalgia as 
Socialization; NFI: Nostalgia as Fan Identity; NGI: Nostalgia as Group Identity; CA: 
Cognitive Attitude; AA: Affective Attitude; BA: Behavioral Attitude; FGA: Football 
Game Attendance; FRP: Football Related Places to visit; WOM: word of mouth; MC: 
Merchandise Consumption; 
1
Square root of AVE
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Multilevel Confirmatory Factor Analysis 
Before conducting multilevel CFA, model- based interclass correlations 
coefficients (ICC) are utilized to identify whether there is significant nesting at the group 
level. If ICC value is larger than .1, multilevel CFA should be performed to control group 
effects. Table 4.27 displays the results of model-based ICCs. According to the results, 
ICC values of most variables are greater than .1 except eight variables (i.e., NE2, NFI2, 
NFI6, CA3, AA1, AA4, AA6, and BA2). It means that more than 10 % variance in 
response is due to group membership. Therefore, the model is necessary to analyze at a 
higher level (Muthén, 1997).  
4.27 Interclass Correlation Values of Variables 
Model-based Interclass Correlation Coefficients 
NST1 NST2 NST3 NST4 NST5 NE1 NE2 NE3 NE4 
.198 .152 .179 .163 .139 .160 .047 .144 .117 
NS1 NS2 NS3 NS6 NFI1 NFI2 NFI3 NFI4 NFI5 
.224 .329 .305 .206 .198 .074 .106 .139 .113 
NFI6 NFI7 NGI1 NGI2 NGI3 NGI4 NGI5 NGI6 NGI7 
.052 .180 .192 .137 .136 .185 .231 .224 .248 
NGI8 NGI9 CA1 CA2 CA3 CA4 CA5 AA1 AA2 
.237 .226 .195 .161 .090 .124 .164 .047 .120 
AA3 AA4 AA5 AA6 AA7 AA8 AA9 BA1 BA2 
.137 .099 .224 .091 .106 .197 .247 .172 .078 
BA3 BA4 BA5 BA6 BA7 BA8 BA9 FGA1 FGA2 
.139 .277 .112 .165 .219 .199 .184 .228 .204 
FGA3 FRP1 FRP2 FRP3 FRP4 WOM1 WOM2 WOM3 MC1 
.161 .240 .197 .194 .237 .143 .193 .144 .261 
MC2 MC3 MC4       
.284 .253 .168       
Note. NST: Nostalgia as Sport Team; NE: Nostalgia as Environment; NS: Nostalgia as 
Socialization; NFI: Nostalgia as Fan Identity; NGI: Nostalgia as Group Identity; CA: 
Cognitive Attitude; AA: Affective Attitude; BA: Behavioral Attitude; FGA: Football 
Game Attendance; FRP: Football Related Places to visit; WOM: word of mouth; MC: 
Merchandise Consumption 
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 Initial multilevel CFA was conducted to verify model fit indices. The results show 
that the multilevel CFA model fit well (Table 4.28). Next, this study tested convergent 
validity, discriminant validity, and internal consistency of both level 1 and level 2. In 
level 1 and level 2 models, Rho α coefficient of the total measurement model was .984 
and .994 respectively. In the level 1 model, AVEs of all factors are larger than .5, 
indicating acceptable convergent validity. Rho α coefficients are from .835 for cognitive 
attitude to .960 for football game attendance, indicating good internal consistency. 
However, in discriminant validity tests, squared correlation between affective attitude and 
behavioral attitude (𝑟2=.608) was larger than the AVE value of behavioral attitude factor 
(.568). In the level 2 model, AVE scores ranged from .644 for affective attitude to .922 
for football game attendance, and all Rho α coefficients were greater than .7, indicating 
good convergent validity and internal consistency. Like the level 1 results of discriminant 
validity, the level 2 model has a problem with discriminant validity. The AVE score of 
affective attitude (.644) was smaller than squared correlation between affective attitude 
and behavioral attitude (𝑟2=.661). To provide the evidence of misfitting parameters, LM 
tests were conducted. The results of LM tests suggested the error covariances which were 
necessary to control to provide better model fit indices, including NFI 05 and NFI 06 
(nostalgia as fan identity) and AA 02 and AA 03 (affective attitude). In addition, two 
items (BA 03 and BA 04) from behavioral attitude factor and one item (AA 09) from 
affective attitude factor which displayed low reliability were dropped.  
 The results of modified multilevel analyses showed improved model fit indices 
(Table 4.28). In addition, all AVEs and Rho α coefficients indicated significant 
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convergent validity and internal consistency in both level 1 and level 2 models. Factor 
loadings, α coefficients, and AVEs of modified level 1 and level 2 models are displayed 
in Table 4.29. Lastly, the correlations between factors in level 1 and level 2 were 
respectively reported in Table 4.30 and Table 4.31. According to the results of 
discriminant validity tests, squared correlations between factors were less than AVEs of 
each relevant factor in level 1 and level 2 models, indicating good discriminant validity.  
 
Table 4.28 Initial and Modified Models Fit Indices of Multilevel Confirmatory Factor 
Analyses  
 
Initial model Fit indices 
Value 
𝑥2 (𝑑𝑓) RMSEA SRMR CFI NNFI 
6633.650 (4026) .046 .032 .926 .921 
Modified  model Fit indices 
Value 
𝑥2 (𝑑𝑓) RMSEA SRMR CFI NNFI 
5950.968 (3648) .045 .032 .932 .927 
 
Table 4.29 Factor Loadings, Reliability Coefficients, and AVEs of Modified Multilevel 
Model 
 
Factors 
and items 
λ α Rho AVE 
Level 1 Level 2 Level 1 Level 2 Level 1 Level 2 Level 1 Level 2 
Nostalgia as  
Sport Team  
 
.892 .919 .893 .972 .627 .875 
   NST 01 .789 .970       
   NST 02 717 .954       
   NST 03 .881 .924       
   NST 04 .810 .921       
   NST 05 .751 .827       
Nostalgia as 
Environment 
 
.874 .930 .882 .935 .660 .784 
   NE 01  .533 .677       
   NE 02 .835 .884       
   NE 03 .927 .965       
   NE 04 .893 .983       
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Nostalgia as 
Socialization 
.857 .920 .864 .923 .621 .754 
   NS 01 .793 .676       
   NS 02 .847 .935       
   NS 03 .927 .909       
   NS 06 .529 .926       
Nostalgia as  
Fan identity 
 
.929 .964 .930 .964 .658 .795 
   NFI 01 .727 .817       
   NFI 02 .663 .941       
   NFI 03 .833 .915       
   NFI 04 .834 .925       
   NFI 05 .905 .883       
   NFI 06 .894 .922       
   NFI 07  .794 .832       
Nostalgia as  
Group identity 
 
.934 .977 .935 .978 .615 .830 
   NGI 01 .826 .818       
   NGI 02 .734 .727       
   NGI 03 .812 .891       
   NGI 04 .859 .925       
   NGI 05 .731 .968       
   NGI 06 .844 .961       
   NGI 07 .801 .965       
   NGI 08 .684 .963       
   NGI 09  .749 .951       
Cognitive 
Attitude 
  
.835 .936 .837 .941 .513 .766 
   CA 01 .754 .918       
   CA 02 .702 .924       
   CA 03 .758 .910       
   CA 04 .812 .979       
   CA 05 .517 .591       
Affective 
Attitude 
  
.935 .930 .936 .932 .651 .638 
   AA 01 .616 .763       
   AA 02 .887 .673       
   AA 03 .878 .744       
   AA 04 .692 .631       
   AA 05 .851 .747       
   AA 06 .824 .975       
   AA 07 .853 .936       
   AA 08 .811 .854       
 111 
Behavioral 
Attitude 
  
.915 .958 .916 .959 .610 .771 
   BA 01 .661 .694       
   BA 02 .814 .900       
   BA 05 .701 .933       
   BA 06 .841 .890       
   BA 07 .796 .850       
   BA 08 .822 .919       
   BA 09 .814 .934       
Football 
game 
attendance 
  
.959 .977 .959 .977 .887 .934 
   FGA 01 .948 .977       
   FGA 02 .939 .971       
   FGA 03 .938 .951       
Word of 
mouth 
  
.913 .930 .914 .932 .779 .821 
  WOM 01 .854 .903       
  WOM 02 .884 .996       
  WOM 03 .909 .809       
Football  
related places  
to visit 
 
.843 .980 .854 .977 .608 .916 
   FRP 01 .894 .973       
   FRP 02 .992 .968       
   FRP 03 .563 .953       
   FRP 04 .577 .953       
Merchandise 
consumption 
 
.953 .974 .954 .974 .838 .905 
   MC 01 .921 .968       
   MC 02 .946 .982       
   MC 03 .947 .984       
   MC 04 .843 .866       
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Table 4.30 Correlations among All Constructs in the Level 1 Model 
 1 2 3 4 5 6 7 8 9 10 11 12 
1. NST  .7921            
2. NE .649 .8121           
3. NS .522 .451 .7881          
4. NFI .672 .636 .520 .8111         
5. NGI .592 .507 .771 .746 .7841        
6. CA .471 .350 .376 .551 .526 .7161       
7. AA .539 .483 .633 .627 .666 .590 .8071      
8. BA .579 .417 .556 .631 .627 .617 .767 .7811     
9. FGA .485 .387 .553 .546 .597 .422 .684 .659 .9421    
10. FRP .408 .264 .253 .390 .356 .505 .371 .521 .379 .8831   
11. WOM .547 .384 .556 .587 .620 .463 .762 .685 .795 .382 .7801  
12. MC .467 .357 .440 .493 .515 .468 .624 .716 .665 .484 .679 .9151 
Note. NST: Nostalgia as Sport Team; NE: Nostalgia as Environment; NS: Nostalgia as 
Socialization; NFI: Nostalgia as Fan Identity; NGI: Nostalgia as Group Identity; CA: 
Cognitive Attitude; AA: Affective Attitude; BA: Behavioral Attitude; FGA: Football 
Game Attendance; FRP: Football Related Place to visit; WOM: word of mouth; MC: 
Merchandise Consumption; 
1
Square root of AVE 
 
Table 4.31 Correlations among All Constructs in the Level 2 Model 
 1 2 3 4 5 6 7 8 9 10 11 12 
1. NST  .9351            
2. NE .680 .8851           
3. NS .431 .629 .8681          
4. NFI .835 .769 .588 .8921         
5. NGI .654 .687 .757 .807 .9111        
6. CA .502 .568 .517 .621 .673 .8751       
7. AA .390 .201 .235 .486 .500 .734 .7991      
8. BA .557 .514 .468 .611 .561 .761 .541 .8781     
9. FGA .182 -.101 .269 .085 .050 .210 .380 .289 .9661    
10. FRP  .650 .678 .490 .602 .499 .768 .467 .807 .244 .9061   
11. WOM .213 .099 .272 .276 .126 .376 .507 .622 .677 .447 .9571  
12. MC .360 .384 .062 .451 .175 343 .295 .673 .047 .558 .594 .9511 
Note. NST: Nostalgia as Sport Team; NE: Nostalgia as Environment; NS: Nostalgia as 
Socialization; NFI: Nostalgia as Fan Identity; NGI: Nostalgia as Group Identity; CA: 
Cognitive Attitude; AA: Affective Attitude; BA: Behavioral Attitude; FGA: Football 
Game Attendance; FRP: Football Related Places to visit; WOM: word of mouth; MC: 
Merchandise Consumption; 
1
Square root of AVE 
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Criterion validity was evaluated by comparing five factors of nostalgia to seven 
external variables in both level 1 and level 2 models: cognitive attitude (a five item scale 
with Rho coefficient in the level 1 model = .837, Rho coefficient in the level 2 model = 
.941), affective attitude (an eight item scale with Rho coefficient in the level 1 model 
= .936, Rho coefficient in the level 2 model = .932), behavioral attitude (a seven item 
scale with Rho coefficient in the level 1 model = .916, Rho coefficient in the level 2 
model = .959), intention to attend future football games (a three item scale with Rho 
coefficient in the level 1 model = .959, Rho coefficient in the level 2 model = .977), word 
of mouth (a three item scale with Rho coefficient in the level 1 model = .914, Rho 
coefficient in the level 2 model =.932), intention to visit football related places (a four 
item scale with Rho coefficient in the level 1 model = .854, Rho coefficient in the level 2 
model = .977), and intention to consume merchandise (a four item scale with Rho 
coefficient in the level 1 model = .954, Rho coefficient in the level 2 model = .974).  
In the level 1 model, all sub-scales of nostalgia present a significant correlation 
with cognitive attitude (range: r = .350 for nostalgia as environment to .551 for nostalgia 
as fan identity), affective attitude (range: r = .483 for nostalgia as environment to .666 for 
nostalgia as group identity ), behavioral attitude (range: r = .417  for nostalgia as 
environment to .631 for nostalgia as fan identity), intention to attend future football 
games (range: r = .387 for  nostalgia as environment to .597 for nostalgia as group 
identity), word of mouth (range: r = .384 for nostalgia as environment to .620 for 
nostalgia as group identity), intention to visit football related places (range: r = .253 for 
nostalgia as socialization  to .408 for nostalgia as sport team), and intention to consume 
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merchandise (range: r = .357  for nostalgia as environment  to .515 for nostalgia as group 
identity)  (Table 4.32). The significant correlation between nostalgia factors and the 
criterion variables suggest the evidence of criterion validity of the nostalgia scale.  
 
Table 4.32 Assessment of Criterion Validity in the Level 1 Model 
Pearson Correlation CA AA BA FGA FRP WOM MC 
1. Nostalgia as Sport 
Team  
. 471∗∗ . 539∗∗ . 579∗∗ . 485∗∗ . 408∗∗ . 547∗∗ . 467∗∗ 
2. Nostalgia as 
Environment 
. 350∗∗ . 483∗∗ . 417∗∗ . 387∗∗ . 264∗∗ . 384∗∗ . 357∗∗ 
3. Nostalgia as 
Socialization 
. 376∗∗ . 633∗∗ . 556∗∗ . 553∗∗ . 253∗∗ . 556∗∗ . 440∗∗ 
4. Nostalgia as Fan 
Identity 
. 551∗∗ . 627∗∗ . 631∗∗ . 546∗∗ . 390∗∗ . 587∗∗ . 493∗∗ 
5. Nostalgia as Group 
Identity 
. 526∗∗ . 666∗∗ . 627∗∗ . 597∗∗ . 356∗∗ . 620∗∗ . 515∗∗ 
Note. CA: Cognitive Attitude; AA: Affective Attitude; BA: Behavioral Attitude; FGA: 
Football Game Attendance; FRP: Football Related Places to visit; WOM: word of mouth; 
MC: Merchandise Consumption 
** Correlation is significant at the 0.01 level (2-tailed).  
  
 
In the level 2 model, all sub-scales of nostalgia present a significant correlation 
with cognitive attitude (range: r = .502 for nostalgia as sport team to .673 for nostalgia as 
group identity), behavioral attitude (range: r = .468 for nostalgia as socialization to .611 
for nostalgia as fan identity), and intention to visit football related places (range: r = .490 
for nostalgia as socialization to .678 for nostalgia as sport team). In addition, three 
subscales of nostalgia significantly correlate with affective attitude (r = .390 for nostalgia 
as sport team, r = .486 for nostalgia as fan identity, and r = .500 for nostalgia as group 
identity) and intention to consume merchandise (range: r = .360 for nostalgia as sport 
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team, r = .384 for nostalgia as environment, and r = .451 for nostalgia as fan identity)  
(Table 4.33). The measure of word of mouth was significantly correlated with two 
subscales of nostalgia (r = .272 for nostalgia as socialization, and r = .276 for nostalgia 
as fan identity). However, intention to attend future football games was not significantly 
correlated with each of the dimensions.  
 
Table 4.33 Assessment of Criterion Validity in the Level 2 Model 
Pearson Correlation CA AA BA FGA FRP WOM MC 
1. Nostalgia as Sport 
Team  
. 502∗∗ . 390∗∗ . 557∗∗ .182 . 650∗∗ .213 . 360∗∗ 
2. Nostalgia as 
Environment 
. 568∗∗ .201 . 514∗∗ -.101 . 678∗∗ .099 . 384∗∗ 
3. Nostalgia as 
Socialization 
. 517∗∗ .235 . 468∗∗ .269 . 490∗∗ . 272∗ .062 
4. Nostalgia as Fan 
Identity 
. 621∗∗ . 486∗∗ . 611∗∗ .085 . 602∗∗ . 276∗ . 451∗∗ 
5. Nostalgia as Group 
Identity 
. 673∗∗ . 500∗∗ . 561∗∗ .050 . 499∗∗ .126 .175 
Note. CA: Cognitive Attitude; AA: Affective Attitude; BA: Behavioral Attitude; FGA: 
Football Game Attendance; FRP: Football Related Places to visit; WOM: word of mouth; 
MC: Merchandise Consumption 
* Correlation is significant at the 0.05 level (2-tailed).  
** Correlation is significant at the 0.01 level (2-tailed).  
 
 In summary, this study conducted two different types of confirmatory factor 
analyses and compared the results of the two. The results of multilevel confirmatory 
factor analysis (MCFA) differ from those of single-level confirmatory factor analysis. In 
the MCFA, three items which displayed low reliability were deleted and the error 
covariances were treated to provide better model fit indices. Since the data of this study 
were structured hierarchically, it is more appropriate to use the multi-level analysis. The 
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results of MCFA showed acceptable factor loading values, reliability values, AVE values, 
and correlations.  
 
Structural Models 
To examine the developed nostalgia scale for sport tourism, this study tested the 
relationships among nostalgia, attitude, and behavioral intentions which are depicted in 
Figure 1.3. This study analyzed two structural models: a single-level structural equation 
model and multilevel-structural equation models.    
 
Single-level Structural Equation Model 
The initial single-level structural equation model has three constructs, including 
nostalgia, attitude, and behavioral intentions, and each construct considered second order 
factors. There are sixty three individual items loading on the twelve total first-order 
factors. The initial model measured the role of attitude as a mediator in the relationship 
between nostalgia and behavioral intentions. The model shows poor fit:  𝑥2 (𝑑𝑓) = 
6121.680 (1875), CFI = .878, NNFI = .873, RMSEA = .061, SRMR = .068. LM tests 
were required for controlling error covariances, including FRP 03 and FRP 04 (football 
related places to visit), NFI 02 and NFI 04, NFI 05 and NFI 06 (nostalgia as fan identity), 
NGI 03 and NGI 04, NGI 05 and NGI 06, NGI 08 and NGI 09, NGI 05 and NGI 08 
(nostalgia as group identity), AA 02 and AA 03, AA 06 and AA 07 (affective attitude), 
BA 07 and BA 09 (behavioral attitude), NST 01 and NST 02, NST 01 and NST 03 
(nostalgia as sport team), and NE 01 and NE 02 (nostalgia as environment). The results 
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indicated that the modified model presented improved model fit:  𝑥2 (𝑑𝑓) = 5113.977 
(1862), CFI = .907, NNFI = .902, RMSEA =.053, SRMR = .066. 
 In terms of direct effects, the second order factor nostalgia has a positive effect on 
the second order factor behavioral intentions. As hypothesized, there is a significant 
direct positive effect of nostalgia on behavioral intentions. The value of unstandardized 
regression coefficient (B) between the second order factor nostalgia and the second order 
factor intention was .747 and z-score was 12.445. This result showed that there is a 
positive relationship between nostalgia and behavioral intentions, which is indicated in 
existing literature. In addition, the second order factor nostalgia significantly affects the 
second order factor attitude (B = .969, z = 10.916). This finding indicated that there was a 
direct positive relationship between nostalgia and attitude. The path coefficient from the 
second order factor attitude to the second order factor behavioral intentions was also 
significant (B = .879, z = 9.180) (Table 4.34).  
 
Table 4.34 Results of Regression and Mediation Analyses in the Single-Level Model  
Path 
Unstandardized 
Regression 
Coefficient 
Standardized 
Regression 
Coefficient 
Observed 
z-value 
Path 1: Nostalgia (IV) → Behavioral    
Intentions (DV)  
.747 .731 12.445
*
 
Path 2: Nostalgia (IV) → Attitude (DV) .969 .834 10.916* 
Path 3: Attitude (IV) → Behavioral        
            Intentions (DV) 
.879 .998 9.180
* 
Path 4: Nostalgia (IV) → Attitude (MV)  
            → Behavioral Intentions (DV) 
.851 .833 8.682
*
 
Path 4-1: Nostalgia (IV) → Behavioral  
               Intentions (DV) 
-.105 -.102 -1.256 
Note. IV: independent variable; DV: dependent variable; MV: mediating variable 
*
 p-value is significant at the 0.05 level (2-tailed). 
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In terms of indirect effects, this study hypothesized that the second order factor 
nostalgia would have an indirect positive effect on the second order factor behavioral 
intentions. As hypothesized, the second order factor attitude mediated a significant 
positive indirect effect of nostalgia on behavioral intentions (B = .851, z = 8.682). In the 
mediation model measuring indirect effect, direct effect of the second order factor 
nostalgia on the second order factor behavioral intentions was not significant (B = -.105, 
z = -1.256), indicating full mediation (see Figure 4.1).  
 
 
Figure 4.1 Standardized and Unstandardized Coefficients of the Single-Level Structural 
Equation Model  
Note: Unstandardized coefficients in parentheses 
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Multilevel Structural Equation Model 
 The hypothesized model was tested in a multilevel structural equation model 
which is depicted in Figure 4.2 (individual level) and Figure 4.3 (group level). When both 
individual level and group level models are simultaneously measured, it positively affects 
the results since misspecifications at one level influence the other level (Hox, 2010). The 
model had good fit: 𝑥2 (𝑑𝑓) = 5556.909 (3724), CFI = .946, NNFI = .943, RMSEA 
= .040, SRMR = .036. Examination of the z statistic was performed to determine whether 
H1a, H2a, H3a, and H4a could be accepted or rejected. From the results of total effects in 
the level 1 mediation model, first, the second order factor nostalgia positively influences 
the second order factor behavioral intentions. The unstandardized path coefficient from 
nostalgia to behavioral intentions was significant (unstandardized B = .831, z = 12.375), 
supporting H1a. Second, the second order factor nostalgia has an effect on the second 
order factor attitude (B = 1.020, z = 12.523). There is also a significant positive effect of 
nostalgia on attitude, supporting H2a. Third, the second order factor attitude significantly 
affects the second order factor behavioral intentions (B = .831, z = 8.751).  The results of 
indirect effects of level 1 mediation model show that the second order factor nostalgia has 
an indirect effect on behavioral intentions (B = .848, z = 9.031), and the path coefficient 
from nostalgia to behavioral intentions was not significant (B = -.015, z = -.200), 
indicating full mediation and supporting H3a (Table 4.35).  
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Table 4.35 Results of Regression and Mediation Analyses in the Level 1 Model  
Path 
Unstandardized 
Regression 
Coefficient 
Standardized 
Regression 
Coefficient 
Observed  
z-value 
Path 1: Nostalgia (IV) → Behavioral    
Intentions (DV)  
.831 .769 12.375
*
 
Path 2: Nostalgia (IV) → Attitude (DV) 1.020 .853 12.523* 
Path 3: Attitude (IV) → Behavioral  
            Intentions (DV) 
.831 .917 8.751
* 
Path 4: Nostalgia (IV) → Attitude (MV)  
             → Behavioral Intentions (DV) 
.848 .783 9.031
*
 
Path 4-1: Nostalgia (IV) → Behavioral  
               Intentions (DV) 
-.015 -.014 -.200 
Note. IV: independent variable; DV: dependent variable; MV: mediating variable 
*
 p-value is significant at the 0.05 level (2-tailed). 
 
In the level one model, this study examined the relationships between each sub-
factor of nostalgia and behavioral intentions in the level 1 mediation model. Nostalgia as 
sport team (B = .3430, z = 11.34), nostalgia as environment (B = .2297, z = 6.38), 
nostalgia as socialization (B = .3355, z = 7.57), nostalgia as fan identity (B = .4099, z = 
7.15), nostalgia as group identity (B = .4784, z = 7.28) have a significant effect on 
behavioral intentions, showing greater than a cutoff criterion (z-value > 1.96). H4a was 
accepted, and it can be claimed that there are significant relationships between five sub-
factors of nostalgia and behavioral intentions in level 1 model (Table 4.36).  
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Table 4.36 Results of Three-Path Relation in the Level 1 Mediation Model  
Path 
Unstandardized 
Regression 
Coefficient 
Observed  
z-value 
Path 1: Sport Team – Nostalgia – Attitude  
              – Behavioral Intentions 
.3430 11.34
*
 
Path 2: Environment –  Nostalgia – Attitude  
              – Behavioral Intentions 
.2297 6.38
*
 
Path 3: Socialization – Nostalgia – Attitude  
              – Behavioral Intentions 
.3355 7.57
* 
Path 4: Fan Identity – Nostalgia – Attitude  
              – Behavioral Intentions 
.4099 7.15
*
 
Path 5: Group Identity – Nostalgia – Attitude  
              – Behavioral Intentions 
.4784 7.28
*
 
Note. 
*
 p-value is significant at the 0.05 level (2-tailed). 
 
 
 
Figure 4.2 Standardized and Unstandardized Coefficients of the Level 1 Structural 
Equation Model 
Note: Unstandardized coefficients in parentheses 
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In the level two mediation model, H1b, H2b, H3b, and H4b also examined z statistic. 
The second order factors of nostalgia and attitude both have a total positive effect on the 
second order factor behavioral intentions and were significant at the .05 level. The z-
score for nostalgia was 3.087, and unstandardized regression coefficient for nostalgia was 
1.273. The z-score for attitude was 4.721, and unstandardized regression coefficient for 
attitude was 1.185. Both z-score values were greater than the critical z-score of 1.96, 
indicating a significant relationship with behavioral intentions and supporting H1b. The 
second order factor nostalgia was a significant predictor of the second order factor 
attitude with a z-score 6.698 at the .05 level. The unstandardized coefficient regression 
coefficient for nostalgia was 1.103, indicating a positive relationship with behavioral 
intentions and supporting H2b. In terms of indirect effects, attitude was hypothesized to 
mediate the relationship between nostalgia and behavioral intentions. The results 
indicated that the second order factor attitude significantly mediates an indirect effect of 
nostalgia on behavioral intentions (B = 1.306, z = 5.062). In the mediation model testing 
indirect effects, direct effect of the second order factor nostalgia on the second order 
factor behavioral intentions was also not significant (B = -.033., z = -.113), indicating full 
mediation and supporting H3b (Table 4.37).  
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Table 4.37 Results of Regression and Mediation Analyses in the Level 2 Model  
Path 
Unstandardized 
Regression 
Coefficient 
Standardized 
Regression 
Coefficient 
Observed  
z-value 
Path 1: Nostalgia (IV) → Behavioral    
Intentions (DV)  
1.273 .767 3.087
*
 
Path 2: Nostalgia (IV) → Attitude (DV) 1.103 .792 6.698* 
Path 3: Attitude (IV) → Behavioral  
            Intentions (DV) 
1.185 .994 4.721
* 
Path 4: Nostalgia (IV) → Attitude (MV)  
            → Behavioral Intentions (DV) 
1.306 .787 5.062
*
 
Path 4-1: Nostalgia (IV) → Behavioral  
               Intentions (DV) 
-.033 -.020 -.113 
Note. IV: independent variable; DV: dependent variable; MV: mediating variable 
*
 p-value is significant at the 0.05 level (2-tailed). 
 
This study also tested the relationships between each sub-factor of nostalgia and 
behavioral intentions in the level 2 mediation model. Nostalgia as sport team (B = .4804, 
z = 3.72), nostalgia as environment (B = .3837, z = 3.42), nostalgia as socialization (B 
= .1245, z = 2.62), nostalgia as fan identity (B = .3258, z = 3.52), nostalgia as group 
identity (B = .1800, z = 2.95) have a significant effect on behavioral intentions, showing 
greater than a cutoff criterion (z-value > 1.96). H4b was accepted, and it can be claimed 
that there are significant relationships between five sub-factors of nostalgia and 
behavioral intentions in level 2 model (Table 4.38).  
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Table 4.38 Results of Three-Path Relation in the Level 2 Mediation Model  
 
Path 
Unstandardized 
Regression 
Coefficient 
Observed  
z-value 
Path 1: Sport Team – Nostalgia – Attitude  
              – Behavioral Intentions 
.4804 3.72
*
 
Path 2: Environment – Nostalgia – Attitude  
              – Behavioral Intentions 
.3837 3.42
*
 
Path 3: Socialization – Nostalgia – Attitude  
              – Behavioral Intentions 
.1245 2.62
* 
Path 4: Fan Identity – Nostalgia – Attitude  
              – Behavioral Intentions 
.3258 3.52
*
 
Path 5: Group Identity – Nostalgia – Attitude  
              – Behavioral Intentions 
.1800 2.95
*
 
 
 
 
 
Figure 4.3 Standardized and Unstandardized Coefficients of the Level 2 Structural 
Equation Model 
Note: Unstandardized coefficients in parentheses 
 
The findings of multilevel SEMs which considered group effects were used for 
this study. From the results of level 1 model and level 2 model, this study found that 
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mediating relationships occurred by adding the attitude construct as a mediator between 
nostalgia and behavioral intentions. More specifically, the results of the level 1 model are 
based variance at the individual and group level controlling for group effects. In other 
words, the results of level 1 model adjust for biases which were caused by common 
characteristics of a group. Thus, the level 1 model indicated that individuals’ nostalgic 
feelings within groups positively affect their attitude, which in turn has positive effects on 
behavioral intentions. In addition, the level 2 model is based on group means, and the 
results indicated that groups with higher average nostalgia positively influence groups 
with higher behavioral intentions via mediator, attitude. Group level effects were also 
identified from coefficients for the indirect effect. The results showed that there were 
relatively strong group level effects in nostalgia for sport team, environment, and fan 
identity compared to nostalgia for socialization and group identity.  
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CHAPTER FIVE 
CONCLUSION 
The main purpose of this dissertation was to develop and test the nostalgia scale 
for sport tourism (NSST) based on theoretical based literature and conducting empirical 
tests. Another goal of this study was to identify the relationships between nostalgia, 
attitude, and behavioral intentions which were tested using multilevel structural equation 
models (MLSEM). For these purposes, first, the researcher developed a new 
classification of nostalgia and a conceptual model of nostalgia in sport tourism that 
reflects the unique characteristics of sport’s relationship with nostalgia.  Second, this 
study tested a measurement scale for NSST which was developed based on the 
classification of nostalgia. In addition, other constructs, attitude and behavioral intentions 
were also tested. In this process, single-level and multilevel confirmatory factor analysis 
(MLCFA) were used to provide validity and reliability of the scale. Third, the 
relationships among nostalgia, attitude, and behavioral intentions were examined by 
conducting MLSEM. The first part of this section discusses a basic concept of 
classification of nostalgia. The second part is a discussion of the results of analyses of 
measurement models and structural models including which were tested using MLCFA 
and MLSEM respectively.  The third section discusses conceptual and practical 
implications of nostalgia concept and a conceptual framework of this study. Lastly, 
limitations of the study and directions for future research are addressed.  
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Concept of Nostalgia and Classification of Nostalgia in Sport Tourism Context 
The concept of nostalgia is complex and difficult to measure, and the emotional 
perspective regarding nostalgia is diverse. Sedikides, et al. (2004) suggested three kinds 
of emotions which are related to nostalgia, including positive (Holak & Havlena, 1998; 
Kaplan, 1987), negative (Peters, 1985), and bittersweet emotion (Davis, 1979). Chase and 
Shaw (1989) mentioned that people have a desire to return to the past particularly 
individuals who live in modern society as they tend to miss the past and therefore want to 
escape from complex and busy environments, and go back to the simple and less 
corrupted past. In the same context, nostalgia plays an important role in explaining and 
understanding individuals who live in modern society, specifically consumers and 
tourists. Havlena and Holak (1996) and Holak et al. (2006) suggested the classification of 
nostalgia and scale of nostalgia from the perspective of the consumer. However, since 
their scale and classification are only focused on consumer behavior, those are not 
appropriate to measure the phenomenon in the sport tourism field. Weed (2008) noted 
that sport tourism has been advanced as a unique academic field by putting two separate 
concepts of sport and tourism together. Sport tourism has now been established as a 
unique concept. Furthermore, because of the uniqueness of sport, it is necessary to 
reclassify nostalgia in the context of sport tourism. 
 In this study, to enhance understanding of the concept of nostalgia, the researcher 
suggests that nostalgia is evoked by positive feelings for the past. In addition, different 
types of experience lead to different degrees of nostalgic feelings, which change 
depending on one’s current or future status in reverse proportion. For example, a person 
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unsatisfied with his current situation will be more likely to experience strong feelings of 
nostalgia. In addition, nostalgia is classified into two dimensions: structure and purpose 
of nostalgia. The structure of nostalgia is further divided into two dimensions: object-
based and interpersonal relationship-based nostalgia. Fairley and Gammon (2005) noted 
that individuals have an emotional attachment to objects (people, place, and things), 
which leads people to feel nostalgia. Furthermore, individuals feel nostalgia because of 
positive memories related to socializing with their group members (Fairley & Gammon, 
2005). The second dimension, the purpose of nostalgia, is composed of experience-based 
nostalgia and identity-based nostalgia. The purpose of nostalgia dimension was proposed 
by previous studies which explained the relationship between identity and nostalgia 
(Aden, 1995; Davis 1979; Fairley, 2003; Fairley & Gammon, 2005; Wilson, 2005). The 
purpose of nostalgia is focused on what individuals want to pursue and place a value on 
based on their past experience. Wilson (2005) pointed out that nostalgia is evoked by 
one’s positive memories of what one experienced in the past. Moreover, an individual has 
the feeling of nostalgia which is closely related to identity (Aden, 1995; Davis, 1979). 
Based on the literature, this study contends that a person can value pursuit of nostalgic 
experience by itself and as a way of verifying one’s identity.  Based on two dimensions, 
structure and purpose of nostalgia, this study suggests four different types of nostalgia, 
including nostalgia as experience, nostalgia as socialization, nostalgia as fan identity, and 
nostalgia as group identity. To date, there are two approaches to the concept of nostalgia 
in the field of sport tourism (Fairley & Gammon, 2005). Fairley and Gammon (2005) 
pointed out that “nostalgia’s role in sport tourism not only includes travel to place or 
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artifact, but extend to an individual’s own experiences with sport, and to group-based 
social experience which sport and tourism provide” (p. 194). However, beyond these two 
categorizations of nostalgia in sport tourism, this study suggests four dimensions of 
nostalgia in sport tourism, which are supported by Fairley and Gammon’s 
conceptualizations of nostalgia, role identity theory, and social identity theory: nostalgia 
as experience, nostalgia as socialization, nostalgia as fan identity, and nostalgia as group 
identity. In addition, the level of nostalgia could change depending on the types of 
experience, therefore this study provides a conceptual model of nostalgia.  
Previous research suggested classifications of sport tourism based on diverse 
criteria such as purpose of trip (Gammon & Robinson, 2003; Glyptis, 1982) and different 
types of behavior (Gibson, 1998). Weed and Bull (2009) refute Gibson’s opinion that it is 
inadequate to say nostalgia seeking tourists are actually a type of sport tourist. Weed and 
Bull asserted that nostalgia is more like a motivation than behavior type, and hence 
Gibson’s classification is invalid. However, Weed and Bull’s view of nostalgia is also 
missing a fact. Nostalgia embraces something more than just motivation. The concept of 
nostalgia includes not only nostalgic feelings, but also socialization, self-identification, 
and group identity, and it also offers self-actualization and self-contentment to people. 
Therefore, even though some portions are overlapped with the concept of motivation, this 
study contends that nostalgia is a much broader concept and the developed classification 
and conceptual model of nostalgia contribute to better understandings of nostalgia 
theoretically. 
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Measurement Models of Nostalgia, Attitude, and Behavioral Intentions 
A primary purpose of this dissertation was to examine the following question: Do 
constructs of nostalgia sport tourism fully represent developed classification of nostalgia 
sport tourism? To answer this question, this study initially developed nostalgia items 
based on literature review and conducted exploratory factor analysis (EFA) and 
confirmatory factor analysis (CFA) in pilot study. Teijlingen and Hundley (2001) 
explained that conducting a pilot study is important, since it provides “advance warning 
about where the main research project could fail, where research protocols may not be 
followed, or whether proposed methods or instruments are inappropriate or too 
complicated” (p. 1). After conducting pilot tests, this study performed single-level and 
multilevel CFA in the main study. 
 Floyd and Widaman (1995) noted that identifying dimensions of a domain and 
data reduction are main functions of exploratory factor analysis. From the results of EFA 
in the first pilot study, this study found that there were five sub-factors in NSST rather 
than four sub-factors presented in the classification of nostalgia in sport tourism context. 
In the classification of nostalgia, the first section, nostalgia as experience, was divided 
into two sections which were named nostalgia as sport team and nostalgia as environment 
respectively. Even though the number of sub-factors from the results of EFA was 
different from the number of factors indicated in a classification of nostalgia, the 
concepts of nostalgia as sport team and nostalgia as environment matched exactly with 
the concept of nostalgia as experience which is one factor in a classification of nostalgia. 
Nostalgia as experience is defined as based on one’s past experience, an individual wants 
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to pursue experience for its own sake and has nostalgic feelings regarding sport objects, 
including athletes, teams, and sport venues. In other words, nostalgia as sport team factor 
is focused on athletes and teams, whereas nostalgia as environment emphasizes sport 
venue and atmosphere. Finally, the dissertation found five sub-factors of nostalgia: 
nostalgia as sport team, nostalgia as environment, nostalgia as socialization, nostalgia as 
fan identity, and nostalgia as group identity. After conducting EFA, this study performed 
CFA to specify the models. In total, thirteen items were deleted from the results of EFA 
and CFA.  
In two pilot studies, this study modified Ragheb and Griffith’s (1982) leisure 
attitude scale and Carroll’s (2009) behavioral intentions scale to measure constructs of 
attitude and behavioral intentions. In addition, one factor was developed based on Fairley 
(2003) and Fairley and Gammon’s (2005) studies and was added in the behavioral 
intentions scale. The concepts of attitude and behavioral intentions were conceptually 
proved in previous empirical research (i.e., Carroll, 2009; Ragheb & Griffith, 1982), so 
that CFAs were conducted in this study. Initially, thirty six items for attitude and fifteen 
items for behavioral intention were used. From the results of CFA, thirteen items for 
attitude and one item for behavioral intentions were dropped which showed low factor 
loading. In summary, all results of EFA and CFAs indicated that nostalgia, attitude, and 
behavioral intentions scales possess content validity, convergent validity, discriminant 
validity, and reliability. Therefore, the dissertation employed thirty items for nostalgia, 
twenty three items for attitude, and fourteen items for behavioral intentions in the main 
study. 
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In the main study, single-level and multilevel CFAs were conducted to clarify 
group effects, since most respondents are nested in a group. The multilevel analysis is 
employed to analyze hierarchically structured data. By using the multilevel analysis, the 
research could avoid biased results which are triggered by the shared common 
characteristics within groups. In multilevel CFAs, the interclass correlation coefficients 
(ICC) should be examined to identify the variation in responses due to group membership. 
In addition, three constructs -nostalgia, attitude, and behavioral intentions- were 
simultaneously measured to provide validity and reliability of each construct in CFA. 
Initially, from the results of single-level CFA, this study found acceptable model fit, and 
that all scales had discriminant validity and convergent validity. However, in initial 
multilevel CFAs, both level 1 and level 2 models possessed problems with discriminant 
validity. The results of level 1 and level 2 CFAs indicated that affective attitude factor 
and behavioral attitude factor lacked discriminant validity, even if the two factors were 
initially considered as distinct dimensions of attitude. To identify poor items and 
misfitting parameters, LM tests were conducted in both level 1 and level 2. From the 
results of LM tests, the problems of error covariance were treated and three items which 
displayed low reliability were dropped. Finally, level 1 and level 2 models indicated good 
discriminant validity.  
The results of single-level and multilevel CFAs from the main study indicated that 
the final scale has adequate psychometric properties. First, the scale established content 
validity by reviewing of literature, q-sort, and expert review. Second, reliability values 
for all constructs were higher than an accepted cutoff value (α > .7). Third, AVE values 
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for all constructs were greater than a cutoff criterion, indicating good convergent validity. 
Fourth, discriminant validity was established by providing evidence comparing AVE 
values for all factors to correlations between each factor. Fifth, criterion validity was 
evidenced by significant correlations between predictors and external variables. 
Therefore, the final scale has demonstrated psychometric properties to measure structural 
relations between three constructs (nostalgia, attitude, and behavioral intentions).  
 
Structural Models 
The dissertation performed two structural equation models (SEMs): single-level 
SEM and multilevel SEM. The reason why this study conducted two SEMs was to 
provide different results of two analyses. The multilevel SEM could analyze the data by 
considering group effects, whereas single-level model cannot measure group effects. This 
study showed that multilevel SEMs could provide more information about the results 
than single-level SEM by controlling the group effects. In analyzing structural models, 
the goal of this dissertation was to test following questions: (1) What is the relationship 
between nostalgia and behavioral intentions in the context of sport tourism? (2) How are 
nostalgia and attitude related in the context of sport tourism? (3) What is the role of 
attitude in the relationship between nostalgia and behavioral intentions in the context of 
sport tourism? (4) Which factors of nostalgia have significant relationships with 
behavioral intentions?  
To answer the first question, this study measured the relationship between 
nostalgia and behavioral intentions. According to the results, in both single-level and 
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multilevel models, nostalgia has a positive effect on behavioral intentions. In single-level 
model, regression coefficient (γ) of nostalgia-behavioral intentions was .747, whereas in 
multilevel model, at level one regression coefficient (γ) of nostalgia-behavioral intentions 
was .831 and at level two regression coefficient (γ) of nostalgia-attitude was 1.273. 
Albarracín and Wyer (2000) wrote that a person’s future behavior is affected by 
perceptions of one’s past behavior or perceived memories. In addition, Zajonc and 
Markus (1982) argued that anticipated events stimulate affective responses from past 
experiences, and this affects one’s intentions. This study also found the same results with 
previous research, which explored the relationship between memories from past 
experiences and future intention. Based on the results of the dissertation, individuals’ 
positive memories regarding Clemson home football events led people to behave 
positively in diverse aspects, including attending future Clemson home football events, 
word of mouth, visiting football related places, and merchandise consumption.  
Second, the research analyzed the relationship between nostalgia and attitude. In 
both single-level and multilevel models, nostalgia positively affects one’s attitude. 
Specifically, in single-level model, regression coefficient (γ) of nostalgia-attitude 
was .834, whereas in multilevel model, at level one regression coefficient (γ) of 
nostalgia-attitude was .853 and at level two regression coefficient (γ) of nostalgia-attitude 
was .792. This study supports McGuire’s (1969) definition of an attitude. He defined 
attitude as “a mental and neural state of readiness to respond, organized through 
experience, exerting a directive and/or dynamic influence on behavior” (p.142). In 
addition, researchers (Eagly, Chen, Chaiken, & Shaw-Barnes, 1999; Thorson,, Chi, & 
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Leavit, 1992) have studied the relationship between memory and attitude. Krech, 
Crutchfield, and Ballachey (1962) also contended that memories from three components 
of attitude (i.e., cognitive, affective, and behavioral dimensions) influence the judgment 
process. Nostalgia can be considered one type of memory, and in this study, nostalgia has 
a positive relationship with attitude. The result of this study is consistent with previous 
research, which is that individuals’ memories are established based on their past 
experiences and if they have positive memories regarding past events or activities, it 
positively influences their attitude. That is, an individual who feels nostalgia about 
Clemson home football games have positive attitude toward Clemson home football 
events. 
The third research question is about indirect effect in the relationship between 
nostalgia, attitude, and behavioral intention in the mediation model. In both single-level 
and multilevel models, attitude significantly mediated an indirect effect of nostalgia on 
behavioral intention. Specifically, in single-level model, indirect effect of nostalgia on 
behavioral intention was .851.  Path coefficients from nostalgia to attitude and from 
attitude to behavioral intentions were significant. In multilevel model, at level one and 
level two indirect effect of nostalgia on behavioral intentions was .848 and 1.306 
respectively, and each regression coefficients were also significant. The findings from the 
second research question indicated that nostalgia is a significant predictor of behavioral 
intentions. However, in the mediation model, the direct effect of nostalgia on behavioral 
intentions was not significant, which means this model indicates full mediation.  The 
results of this study are consistent with Albarracín and Wyer’s (2000) model which 
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exmained past experience, attitude, and intention. Their model explains that past 
experience directly influences attitude, and attitude significantly affects intention. Ajzen 
(1991) stated that “past behavior is the best predictor of future behavior” (p. 202). In 
addition, past experience is associated with attitudes and intentions (Hagger et al., 2002; 
Norman, Conner, & Bell, 1999; Yordy & Lent, 1993). Given that a person has nostalgic 
feeling based on past experience, past experience is a necessary concept to infer the 
relationship between nostalgia and two constructs (i.e., attitude and behavioral intentions). 
According to Ajzen’s (1991) theory of planned behavior (TPB), attitude is established 
based on one’s belief, and attitude influence one’s intention. In this study, the relationship 
between attitude and intention has been demonstrated.  To sum up, a person who feels 
nostalgia has positive attitude, and established attitude directly affects that person’s 
behavioral intentions. In addition, groups with nostalgia positively influence attitude, 
which consequentially affects groups’ behavioral intentions.  
To clarify which sub-factors of nostalgia influence behavioral intentions, the 
dissertation analyzed three paths (each sub-factor of nostalgia-attitude-behavioral 
intentions) in the mediation model. In the individual-level and group-level models, all 
sub-factors of nostalgia had significant relationships with behavioral intentions. At level 
one, nostalgia as group identity, nostalgia as fan identity, and nostalgia as sport team 
showed large effects on behavioral intentions, followed by nostalgia as socialization and 
nostalgia as environment. At level two, nostalgia as sport team, nostalgia as environment, 
nostalgia as fan identity displayed big effects on behavioral intentions, followed by 
nostalgia as group identity, and nostalgia as socialization. In the level 1 model, an 
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individual’s nostalgia which is related to group identity, such as belonging to a group, 
unique characteristics of a group, traditions of a group, group rituals and norms has the 
most influence on one’s behavioral intentions. Fairley (2003) noted that group identity 
has an essential role in making people feel nostalgic. Rituals and norms of the group also 
evoke feelings of nostalgia (Snyder, 1991). In other words, individuals’ positive 
memories associated with group identity lead them to have positive attitude, and based on 
the positive attitude, people have strong intentions to participate in future Clemson home 
football games, visit Clemson football related historic places or events, purchase 
Clemson football related merchandise, and have willingness to talk others about positive 
aspects of Clemson home football games.  
In the level 2 model, each group’s nostalgic feelings toward sport team, 
environment, socialization, fan identity, and group identity have significant relationships 
with behavioral intentions in the structural model. Among the five factors of nostalgia, 
groups with nostalgia for sport team and environment have relatively stronger 
relationships with behavioral intentions. Nostalgia for sport team and environment 
showed large group level effects compared with other nostalgia factors. Fairley (2003) 
noted that “…theorizing about nostalgia sport tourism needs to be widened to include 
nostalgia generated by objects other than those that are historically or culturally related to 
the sport per se…” (p. 300). She noted that objects which generate nostalgia play an 
important role in nostalgia sport tourism. In addition, Robinson and Trail (2005) stated 
that spectators have an attachment to a specific player, coach, or team. A person who is 
attached to a specific player, coach, or team may long for his/her favorite player, coach, 
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or team. The findings of this study supported Fairley’s study, and this study found that 
groups’ nostalgia regarding sport objects has strong relationships with behavioral 
intentions.  
In summary, at the individual level, positive memories related to group identity 
and fan identity are relatively powerful facilitators of nostalgic feelings, causing 
individuals to have positive attitudes and behavioral intentions. At the group level, 
relatively stronger relationships are found from nostalgia toward sport team and 
environment to behavioral intentions than from other sources of nostalgia. Groups’ 
nostalgic feelings regarding a favorite athlete, coach, team, and environment have strong 
effects on their behavioral intentions. That is, because of positive memories associated 
with sport objects (i.e., sport players, teams), groups have positive attitude and 
sequentially it affect their behavioral intentions (i.e., attending Clemson home football 
games, visiting Clemson football related places or events, merchandise consumption, and 
word of mouth). 
 
Implications of the Research 
Conceptual and Theoretical Implications  
This dissertation offers a classification and conceptual model of nostalgia. Until 
this point, a classification and conceptual model of nostalgia had not been developed in 
the sport tourism field. The suggested classification of nostalgia consists of four critical 
constructs in sport tourism: nostalgia as experience (sport team and environment), 
nostalgia as socialization, nostalgia as fan identity, and nostalgia as group identity. The 
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suggested conceptual model of nostalgia was explained by the relationship between types 
of experience (i.e., personal and indirect experience) and four constructs of nostalgia. 
This classification and conceptual model of nostalgia were developed based on various 
research (Aden, 1995; Davis 1979; Fairley, 2003; Fairley & Gammon, 2005; Festinger, 
1954; Gammon & Ramshaw, 2012; Gibson, 1998; Goulding, 2002; Havlena & Holbrook, 
1991; Holbrook, 1993; Jenkins, 1996; Mahony et al., 2002; McCall & Simmons, 1966; 
Petkus, 1996; Ramshaw & Gammon, 2005; Robinson & Trail, 2005; Smith & Stewart, 
2007; Snyder, 1991; Stern, 1992; Stryker, 1968; Tajfel, 1981; Trail & James, 2001; 
Turner, 1978; Wilson, 2005) considering unique characteristics of sport. This study 
explored conceptual knowledge of nostalgia by contemplating sport, tourism, and 
consumer behavior within sport tourism context. The development of the classification 
and conceptual model of nostalgia will provide researchers with deeper understanding in 
regards to the nature of nostalgia and the relationship between each construct of nostalgia 
and type of experience.  
Next, within this dissertation, the Nostalgia Scale for Sport Tourism (NSST) was 
developed based on the classification of nostalgia to measure nostalgia in the context of 
sport tourism. Nostalgia scale has been developed and tested by Havlena, Holak, and 
Matveev (2006) to understand consumer behavior. However, their scale has problems 
with validity and reliability, and it is also not applicable to using in the sport tourism field 
because the scale did not consider unique features of sport. Therefore, this study 
developed Nostalgia Scale for Sport Tourism (NSST) through a strict scale development 
process to provide theoretical basis, such as expert review, extensive literature review, q-
 140 
sort, identifying a content validity, and two pilot studies. From the two pilot tests, the 
scale demonstrated its convergent validity, discriminant validity, and internal consistency. 
A reliable scale developed in this dissertation will contribute to research related to 
nostalgia. In addition, the developed scale will require examinations in different settings 
to identify whether the scale presents consistent results.  
Third, while several researchers have empirically examined nostalgia in the 
marketing field (Pascal et al., 2002; Reisenwitz, Lyer, & Cutler, 2004; Sierra & McQuitty, 
2007), there is little empirical examination of the relationship between nostalgia and 
other constructs in the sport tourism field. This dissertation empirically tested 
relationships among nostalgia, attitude, and behavioral intentions, and explained how 
sporting event attendees’ nostalgia affects their attitude and behavioral intentions.  This 
study found that each factor of nostalgia is a significant and critical predictor of sporting 
event attendees’ behavior. The empirical findings of this study contribute to 
understanding the characteristics of nostalgic sport event participants and organizing the 
concept of sport nostalgia. 
  
Practical Implications 
This study identified which factors cause nostalgic feelings. Based on the 
classification of nostalgia which includes four factors (i.e., nostalgia as experience, 
nostalgia as socialization, nostalgia as fan identity, and nostalgia as group identity), this 
study suggests five practical implications. Spectators feel nostalgia regarding sport 
athletes, coach, team, and environment, as shown in the nostalgia as experience section. 
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The nostalgia as experience section is divided into two factors: nostalgia as sport team 
and nostalgia as environment. From the results of the study, both factors have significant 
indirect effects on behavioral intentions. Therefore, in nostalgia as experience section, 
there are two practical implications.  First, to evoke nostalgia regarding sport team, 
marketers or university athletic departments employed not only current star players but 
also legendary players in advertisement, since the age range of spectators is diverse. In 
addition, inviting legendary players to the games or including them in the advertisements 
also evoke nostalgia and increase individuals’ behavioral intentions. If a person feels 
nostalgia regarding a particular player, he/she may have strong intention to purchase 
merchandise, attend Clemson home football games, visit Clemson football related 
historic places or event, and generate positive word of mouth. Second, when university 
athletic departments decide to develop facilities which are related to football, they need to 
distinguish historic places from non-historic places. Places which evoke nostalgia should 
be well preserved to positively affect people’s behavioral intentions. Turton (2005) noted 
that place is treated as a product to understand how a sense of place becomes intimately 
associated with a person’s social and individual identity. In other words, place allows 
people to take a meaningful action and share their understandings and thoughts. Third, 
university athletic departments or marketers need to provide attendees with enough time 
to socialize with others before the games and with trip packages which include 
accommodation, transportation, food, and so on. In addition, by offering events before or 
after the games, people may have more sources to share and remember. Forth, a person 
has nostalgic feelings due to pursuing fan identity. To evoke one’s fan identity, a game’s 
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advertising focuses on pride of being a particular team’s fan and the importance of the 
fans’ role at games. The advertisement makes a person aware of himself or herself as a 
fan, and it positively influence one’s attitude and behavioral intentions sequentially. 
Lastly, university athletic departments provide events which enhance group belonging, 
identifying oneself in a group, and unique characteristics of each group to bring back the 
memory of group identity. Moreover, the advertisements for remembering group tradition, 
norms, and ritual evoke nostalgic feelings, and then a person is more willing to attend 
games, consume merchandise, visit particular sport historic places or events, and 
positively communicate one’s experience. Nostalgia can be a part of strategy to increase 
profits for sport organizations and economic development of local communities.   
 
Limitations and Directions for Future Research 
The previous research had different views regarding indirect experience of 
nostalgia (Davis, 1979, Havlena & Holak, 1991, Holbrook, 2003). Stern (1992) 
categorized nostalgia into two types: historical (indirect) and personal (direct). Historical 
nostalgia is generated from a time in history that the individuals did not experience 
personally, but they experience indirectly (Havlena & Holak, 1991). Fairley (2003) 
explained that the individual possibly has nostalgic feelings, even though an event occurs 
before he/she was born. Unlike indirect experience of nostalgia, which idealizes the past 
based on the imagination, direct experience of nostalgia occurs based on one’s personal 
experience. Havlena and Holak explained that nostalgia is for “an earlier period in the 
individual’s life and draws on biased or selective recall of past experience” (p. 323). 
 143 
Furthermore, Davis argued that an individual has nostalgic feelings when a person 
experiences personally. Based on the previous research, indirect experience of nostalgia 
may exist because of culture and word of mouth. However, direct experience of nostalgia 
is considered as a more important concept than indirect experience of nostalgia, because 
direct experiences have more effects on one’s memories than indirect experiences. 
Therefore, this study only measured direct experience of nostalgia. The research suggests 
that future research needs to compare the effect of direct to indirect experience on degree 
of one’s nostalgic feelings. The notions of direct experience and indirect experience of 
nostalgia are conceptually different from each other depending on survey respondents’ 
experience. Therefore, a researcher should use different survey questionnaires to get 
precise responses and to compare direct experience of nostalgia with indirect experience 
of nostalgia. Specifically, to measure indirect experience of nostalgia, a researcher should 
fix a specific past sporting event and participants’ ages. It may provide meaningful results 
of indirect experience of nostalgia.  
Second, the concept of nostalgia can be considered as positive feelings for the 
past with negative feelings for the present or future (Davis, 1979). However, this study is 
only focused on individuals’ positive feelings for the past. Questions related to nostalgia 
would be considered double-barreled questions if they asked about both past feelings and 
current or future feelings in one single question. Therefore, future research is needed to 
measure how nostalgia could change depending on present feelings as well as how the 
level of nostalgia may change based on the findings.  
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The third limitation is related to the sample and characteristics of each game. 124 
football teams are affiliated with NCAA Division-Ⅰ FBS (NCAA, 2013). However, this 
study utilized a targeted sample of only people who attended Clemson University home 
football games. Therefore, the sample cannot fully represent the entire population of 
NCAA Division-Ⅰ FBS football fans. In addition, people may have different nostalgic 
feelings depending on game the opponents, weather conditions, overall fan attendance, or 
the other events or activities taking place on game day. Therefore, future research needs 
to collect data from diverse regions and consider the characteristic of each game. 
Furthermore, individuals also have different kinds and degrees of nostalgia depending on 
the time of year since people are more exposed to environmental stimuli (i.e., 
advertisement and word of mouth) which increase as a new sports season is on its way. 
Thus, a temporal point is also important factor when measuring nostalgia. Future research 
needs to analyze the level of nostalgia during the season and compare it to the level of 
nostalgia experienced during the off-season.  
 
Conclusion 
Why do people long for their past? While it is almost impossible to restore the 
past, individuals try to purse their good old days again. Through nostalgia people could 
picture the ideal future and identify what future they would like to pursue. In this process, 
they may satisfy their own desires and affirm their identity. Nostalgia has been defined as 
a status of mind where positive feelings to the past and frustration from inability to travel 
back to the time coexist. Such status is often referred as a bittersweet emotion, and it is 
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important to see that nostalgia is almost certainly a positive feeling to the selective past 
(i.e., the selective past can be glorified even if the experience was not pleasant at that 
time), which is juxtaposed with a negative or uncertain present and future (Davis, 1979). 
The negative feelings are associated with a desire to return to past and comparison to the 
present. It is an undoubted fact one cannot return to past. However, this study contends 
that negative present emotion which arose from unsatisfying present and uncertain future 
is not a prerequisite for nostalgia but a catalyst for nostalgia. In other words, the negative 
feeling for the present and the future may not be always required to trigger nostalgic 
feeling. Even in situations where the present stands predominantly positive, people may 
still be nostalgic to the past. For instance, if a team wins a championship in the present, 
the pleasant present can trigger nostalgic feeling for those who witnessed a championship 
victory of the team in the past. Thus, this study rather contends that negative feeling 
toward the present and the future works as a catalyst influencing the level or degree of 
nostalgia that one may experience.  
In addition, the concept of time needs to be explained to understand the concept 
of nostalgia. The amount of time passed is not in a significant causal relation with the 
degree of nostalgia (Davis, 1979; Holbrook & Schindler, 1992). Besides the amount of 
time, Holbrook and Schindler insisted that object-specific age (i.e., How old is the object 
of nostalgia) and preference (i.e. How much affection does an individual feel towards the 
object) play an important role in his or her nostalgic feeling. Also, whether the past is 
experienced directly or indirectly may lead the person to have a different level of 
preference (Meyer, 2010). The rapid advance of media has allowed public to enjoy sports 
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events in various ways, and such variety in their means of enjoying should also be 
considered in explaining nostalgia. Hence, the study has suggested the following four 
types of experience to measure nostalgia; a) direct experience at sport stadia, b) direct 
experience through the media, c) direct experience through the media after the game, and 
d) indirect experience. The types of experience plays an important conceptual role in 
studying nostalgia, as individuals can vary in their nostalgic feeling based on nature of an 
experience to which they are nostalgic. Havlena and Holak (1991) and Stern (1992) 
further asserted that culture and word or mouth may intrigue nostalgia to an indirect 
experience. However, supporting the idea may require second thought (or further 
investigation) about how nostalgia can be evoked without personal experience as 
nostalgia is basically a longing for the past.   
Nostalgia is one of the most essential concepts to understand sport tourists’ 
behavior, especially sport event attendees. However, nostalgia has not been studied in 
many research studies, even though there are diverse cases demonstrating nostalgia sport 
tourism and explaining sport tourism phenomena. Therefore, research is needed to 
explore the relationship between nostalgia and factors which significantly affect sport 
nostalgia, and by doing so, elucidate how nostalgia influences other constructs and 
changes fans and spectators’ behaviors in sport tourism context. 
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Appendix A  
IRB Compliance Email 
Dear Dr. Norman, 
  
The chair of the Clemson University Institutional Review Board (IRB) validated the 
protocol identified above using exempt review procedures and a determination was made 
on July 12, 2013 that the proposed activities involving human participants qualify as 
Exempt under category B2, based on federal regulations 45 CFR 46. The approved 
consent script and survey is attached for distribution. Your protocol will expire on May 
31, 2014. 
  
As of June 1, 2013, the Office of Research Compliance (ORC) started assign expiration 
dates to all IRB exempt protocols. The expiration date indicated above was based on the 
completion date you entered on the IRB application. If an extension is necessary, the PI 
should submit an Exempt Protocol Extension Request form, 
http://www.clemson.edu/research/compliance/irb/forms.html, at least three weeks before 
the expiration date. Please refer to our website for more information on the new 
procedures, http://www.clemson.edu/research/compliance/irb/guidance/reviewprocess.ht
ml. 
  
No change in this approved research protocol can be initiated without the IRB’s approval. 
This includes any proposed revisions or amendments to the protocol or consent form. 
Any unanticipated problems involving risk to subjects, any complications, and/or any 
adverse events must be reported to the Office of Research Compliance (ORC) 
immediately. All team members are required to review the “Responsibilities of Principal 
Investigators” and the “Responsibilities of Research Team Members” available 
at http://www.clemson.edu/research/compliance/irb/regulations.html. 
  
The Clemson University IRB is committed to facilitating ethical research and protecting 
the rights of human subjects. Please contact us if you have any questions and use 
the IRB number and title in all communications regarding this study. 
  
Good luck with your study. 
  
All the best, 
Nalinee 
  
Nalinee D. Patin 
IRB Coordinator 
Clemson University 
Office of Research Compliance 
Institutional Review Board (IRB) 
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Voice: (864) 656-0636 
Fax: (864) 656-4475 
E-mail: npatin@clemson.edu 
Web site: http://www.clemson.edu/research/compliance/irb 
IRB E-mail: irb@clemson.edu 
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Appendix B  
Survey Approval Letter from the Athletic Department 
Clemson Athletics will grant you permission to conduct your survey under the following 
conditions:  
1) A copy of the survey must be presented to Van Hilderbrand by Friday, August 16, 
2013 for approval. Arrange a meeting with Van for that day.  
2) The survey may begin with the Clemson vs SC State football game on September 7, 
2013. You may not conduct the survey at the Clemson vs UGA football game on August 
31, 2013.  
3) The survey can be conducted in the parking lots surrounding Memorial Stadium. An 
action plan needs to be submitted to Van Hilderbrand for approval by August 16, 2013. 
The survey can be conducted from 4 hours prior to kick off until the kick off time.  
4) The survey cannot be conducted at the gates or inside Memorial Stadium at any time 
on game days.  
5) Survey employees will wear an approved ID badge of some type. A sample must be 
submitted to Van Hilderbrand by August 16, 2013. Samples of the badge will be provided 
to the parking supervisors on game days. This badge is not permitted to enter the stadium. 
A list of game day employees must be provided to Van Hilderbrand by 48 hours before 
game day.  
6) If for any reason, a survey employee "steps out of line while conducting the survey", 
Athletics has the right to suspend the survey immediately. 
 
Please let me know if you accept these terms. These terms are subject to change with 
both parties approval. 
 
Van Hilderbrand 
Email: hilderv@clemson.edu  
Phone: 864-656-0910 
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Appendix C  
Definitions and Items Used in Q-Sort Instrument 
Q-sorting Instrument: 
Pre-Test Scale Development Item-Sorting Exercise, Scale Development Research 
 
The objective of this research is to investigate the intangible factors that comprise 
nostalgia sport tourism that a unit can take to influence or improve these intangible 
elements. For the purpose of this research I objectively define nostalgia as a longing for 
the past, and nostalgic feeling does not include negative feelings, but is considered as 
positive feelings for the past. Also Baker and Kennedy (1994) pointed that “nostalgia is a 
sentimental or bittersweet yearning for an experience, product, or service from the past” 
(p. 169). 
 
This item-sorting exercise is one important step in designing a reliable and valid 
questionnaire to measure the causes of nostalgia sport tourism. I ask that you carefully 
read the definitions of each category. Then, for each item, write down the letter(s) of the 
category (e.g., “NE” for Nostalgia as Experience) that you feel is most closely associated 
with that item.  The goal of this pilot phase is to place each of the listed items into 
categories. Using the space provided in front of each item, enter the category that best 
relates to that item. There is no right or wrong answer.  I am most interested in learning 
how you would classify the items into each category. This questionnaire is completely 
voluntary.  All responses will be kept confidential and you do not need to identify 
yourself in your response. 
 
 
If you have any question, please feel free to contact Heetae Cho at (864) 650-8545. If you 
are filling out this form electronically, please email the completed form to 
hcho@g.clemson.edu. If you are filling out a hardcopy, please return the completed form: 
 
Heetae Cho 
Clemson University 
Department of Parks, Recreation, and Tourism Management 
C223 P&A Building 
     Clemson, SC  29634 
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Please read carefully the definition of the categories below.  Then, read the list of items, 
and write the letter of the category you deem most appropriate for each item in the space 
provided. 
 
 (NE)  Nostalgia as Experience 
  
 This dimension is highly related to participants’ motivation and sport objects 
(people, place, and things). In other words, sporting event attendees have an 
emotional attachment to their favorite teams and athletes or sport, and it can 
leads people to feel nostalgia.  
 
(NS)  Nostalgia as Socialization 
  
 Sporting event attendees feel nostalgia because of positive memories relating to 
socialize with their group members. Fairley (2003) stated that “it is reasonable 
to expect that sport nostalgia can derive from social experiences which themselves 
become the basis for  tourism” (p. 285). 
 
(NFI)  Nostalgia as Fan Identity 
  
 Sporting event attendee may long for the past to identify himself or herself as a 
sport fan. This dimension is based on role-identity theory. The role-identity theory 
requires the  role itself and the identity to be associated with the role (Petkus, 
1996). Role identities  provide self-meanings by referring to role specifications. 
.  
(NGI)  Nostalgia as Group Identity 
  
 This section is based on social identity theory. Social identity theory is derived 
from Festinger’s (1954) social comparison theory. According to social 
comparison theory, people tend to evaluate themselves by comparing with 
others and reduce discrepancies with others, and this process leads people to be 
uniformity. Social identity is  individuals’ emotional attachment to a specific 
group membership, and individuals  develop a sense of belonging in a 
particular group (Tajfel, 1981). 
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Appendix D 
Q-Sort Results 
Items Factor % 
 1 2 3 4  
1 16  3  84.2 
2 10 1 4 4 52.6 
3  17 1 1 89.5 
4 9 1 8 1 47.4 
5 16  3  84.2 
6 1 17  1 89.5 
7 14  4 1 73.7 
8 2 1  16 84.2 
9 16 1 1 1 84.2 
10  16  3 84.2 
11 16  3  84.2 
12 7 1 9 2 47.4 
13  3  16 84.2 
14  3  16 84.2 
15 16 1 2  84.2 
16 2 1 16  84.2 
17 16  3  84.2 
18  1 17 1 89.5 
19 16  3  84.2 
20  19   100 
21 4 1 9 5 47.4 
22 11 3 1 4 57.9 
23  2 1 16 84.2 
24 16  2 1 84.2 
25 5  11 3 57.9 
26  3  16 84.2 
27 17 1  1 89.5 
28 18 1   94.7 
29 7  11 1 57.9 
30 18   1 94.7 
31  1 1 17 89.5 
32 1 16  2 84.2 
33 18   1 94.7 
34 5 1 12 1 63.2 
35 17 1  1 89.5 
36 9 9  1 47.4 
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Items Factor % 
 1 2 3 4  
37 3  16  84.2 
38 16 1 2  84.2 
39 1 1 17  89.5 
40  2 17  89.5 
41 17  2  89.5 
42 10  5 4 52.6 
43 1 17  1 89.5 
44 1 1 1 16 84.2 
45 15 2  2 78.9 
46 3 2 13 1 68.4 
47    19 100 
48 14 3 2  73.7 
49 13 1 4 1 68.4 
50 3  16  84.2 
51 3 13 1 2 68.4 
52 12 2 2 3 63.2 
53 2 1  16 84.2 
54  1 13 5 68.4 
55 16 1  2 84.2 
56 2  17  89.5 
57 7 2 8 2 42.1 
58 13  2 4 68.4 
59 17 1 1  89.5 
60 2 4 4 9 47.4 
61 14 2 2 1 73.7 
62 3 12  4 63.2 
63 16 1  2 84.2 
64 2 1 16  84.2 
65 4 9 4 2 47.4 
66 2 1 14 2 73.7 
67 13 1 4 1 68.4 
68 17 1 1  89.5 
69 1 1  17 89.5 
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Appendix E  
A Consent Document and Survey Instrument for the First Pilot Study  
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Appendix F  
A Consent Document for the Second Pilot Study and Main Study 
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Appendix G 
Survey Instrument for the Second Pilot Study and Main Study  
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